


“BUT OUR PRODUCT 
IS NEW, STARTING FROM 
SCRATCH. WHAT DOES A BIG “LISTEN BILL— 
COMPANY CARE ABOUT THE FACT IS..." 
A FEW CONTAINERS!” 





A lot of American Can’s customers started small. They 


are interested in the packaging of any new product, how- 


ever small it starts. They look ahead —and try to help it to 
grow. It’s to our advantage, too, to work with them and 
have their technical men, research men and marketing 


people interested in the success of our product.”’ 


— 


ANNIE) AMERICAN CAN COMPANY, 2350 PARK AVENUE, NEW YORK, N. Y. 
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Products for Beauty justify packages of beauty! In store and shop, 


they attract attention and aid in making sales. But, they have just as important work 
to do on the dressing table of the user. Here they suggest the charm and glamour 
that accrue from constant use. And, in this way they exert a powerful influence for 
repeat sales. Makers of the world's most distinguished cosmetics give close attention 
to the selection of containers, labels, boxes and closures. That is why so many of 
them have awarded top place to the Phoenix S T Cap on their packages. Products 


for beauty justify packages of beauty! 


PHOENIX METAL CAP CoO. Plants: 2444 W. Sixteenth Street, Chicago; 3720 Fourteenth Avenue, Brooklyn 
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NEXT MONTH 


Modern Packaging presents, in 
its June issue, its annual ma- 
chinery number, upon which 
the ardent researchers of the 
Institute of Package Research 
have been busily working for 
many months. Last June's ma- 
chinery issue has found a per- 
manent place in the reference 
libraries of hundreds of pro- 
duction men because of the un- 
usual compilation of illuminat- 
ing and heretofore unpublished 
packaging machinery data 
which it contained. A secret 
is a secret, so we won't tell 
you just what you'll find in the 
forthcoming June issue. But 
we guarantee it to be more 
interesting, more informative 
and of even greater permanent 
value to all those concerned 
with machinery than any June 
issue heretofore published. 
Needless to say, those inter- 
ested in other phases of pack- 
aging will not find themselves 
neglected. Though the em- 
phasis will be on machinery, 
production and factory tech- 
niques, there will be a wealth 
of material of equal interest to 
designers, merchandisers and 
package planners of every type. 
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AT GROVE LABORATORIES 


No longer does Porter’s Healing Oil appeal to ‘‘man and beast” with gory pic- 
tures on its carton .. . or Pazo recline in the ““horse-and-buggy "type of carton 
shown above. 

“Horse-and-buggy”’ cartoning methods are “‘out”’ at Grove Laboratories, too. 
Now there are three standard size cartons instead of eight . . . two sizes of circu- 
lars instead of eight... one size corrugated protector instead of three. The 
economies from this standardization alone total thousands of dollars. 

Further large economies are possible because five different products are car- 
toned on one Redington Continuous Loading Cartoning Machine . . . three 
different products on another Redington—economies that are the result of 
savings in floor space, higher all-around efficiency. 

“Horse-and-buggy” engineering methods are “‘out’’ at Redington, too. 
Among the many hidden mechanical and engineering advances in packaging ma- 
chines are (pictured here). 1. Reduction unit for extraordinary speed 
variation. 2. Twin Disc Clutch. 3. A spur gear drive. 4. A_ safety 
throw-out. 5. The bevelled gear drive for the intake conveyor. 6. The 
main shafts turning in self-aligning bearings. 

and we could tell you of many other Redington features. Ask us to 
without obligation. 


F. B. REDINGTON CO 1897) 110-112 S. SANGAMON ST., CHICAGO, ILL. 





for CARTONING « CELLOPHANE WRAPPING « CARTON SEALING 





@ !f you haven’t compared Anchor Improved C. T. Caps with the usual continuous 


thread cap you should do so.. 


respects... 


. because it’s outstanding in a number of important 


in its looks, as well as in the way it functions. We have indicated above the 


most important of these advantages. The improvements in design and in manufacture 


represent a great advance in cap construction, an advance which, translated into terms 


of service, means greater efficiency, better protected packages and consumer good will. 


STYLES AVAILABLE—In addition to the standard jar cap shown above, 
the improved construction of the Anchor C. T. Cap has been incorporated 
in the following styles: C. T. Bottle Cap; NKCT Cap, without knurling or 
bead; Shellback Cap, the inner shell carrying the thread construction and 
the outer shell for appearance; the Two-piece C. T. Cap and the Gasket 
Lined C. T. Cap, for products requiring vacuum packing, sterilization 


or processing. 


DECORATED CAPS—For greater sales appeal, for improved appearance 
and for reproducing names, trade-marks, slogans, instructions, recipes, etc., 
use decorated C. T. Caps. All styles are available, coated in black, white 
and colors, or lithographed with multi-colored private designs at slight 
additional cost. ANCHOR CAP & CLOSURE CORPORATION, Long 
Island City, New York and Toronto, Canada. Closure Division of Anchor 


Hocking Glass Corporation. 


Actor Mocking ii 


-an unbeatable combination! Upp 
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STAR-BEAM 


C-59 


Here is something new for your Christmas box. This attractive 
treatment of stars and beams of light will help produce a 
Christmas spirit on whatever box you are planning. 

Large working sheets are ready to be mailed forward im- 


mediately on Red, Blue and White. 


HAMPDEN GLAZED PAPER AND CARD COMPANY - - Holyoke, Massachusetts 


SALES REPRESENTATIVES 


Chicago, Ill. — 500 So. Peoria St. Philadelphia, Pa. — 412 Bourse B'ld'g. 
New York, N.Y. — 60 East 42nd St. San Francisco, Calif. — 420 Market St. 
Toronto, Canada — _ 137 Wellington St. West 
Fred’k. Johnson & Co., Limited — 234, Upper Thames Street — London, E. C. 4, England 


Hamson & Leonard — 101 York Street — Sydney, Australia 








CROWN makes ‘a complete line of metal con- 


tainers — from the small sizes used for drugs 
and cosmetics to steel drums, pails and barrels. 
Whatever your packaging requirements, you'll 
find here the skill, experience and facilities to 
produce metal packages which fulfill the exact 
requirements of your product. CROWN ren- 
ders the kind of service that is always friendly 
and helpful. It’s pleasant as well as profitable 


to come to CROWN for metal containers. 


CROWN CAN COMPANY, PHILADELPHIA, PA. 


Division of Crown Cork and Seal Company 


LHOUIN Calls 











BALANCE... 


A BASIC REQUIREMENT FOR A COMPLETE 
PACKAGING SERVICE 


Have you ever watched a spinning gyroscope? Have you, too, 
wondered at the mysterious forces that held it in such per- 
fect balance? 


The gyroscope principle works just as smoothly and magically 
in the production of A. C. M. sales getting packages. Highly 
efficient coordination . . . a perfect working balance of all 
departments is the answer. The manufacture of finest car- 
ton board is completed at the time engravings, matched inks, 
and dies are ready. Thus the creation of a skillful design and 
construction department is produced immediately. 


Yes, balance is important, and that is one of the reasons why 
A. C. M. has gained such an enviable reputation for quality 
among our country’s leading carton buyers. Write today. 
Let one of our experienced field men aid you with your 
packaging problems. 





/, “pore i 
if, AMERICAN COATING MILLS, INC. 
\ | fe General Offices and Mills + Elkhart. Indiana 


\ XY CHICAGO OFFICE: WRIGLEY BUILDING * NEW YORK OFFICE: 22 E. 40TH STREET 
SS 
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COMES 


Use these colorful containers 
to double the appeal of your products ! 
























&T? THE MERIT of your merchandise, add 
the glamour of handsome Bakelite 
Molded packages. The gem-like colors of 
these modern materials make them stand 
out prominently even on crowded counters 
... giving them instant eye-attraction, added 
buy-appeal. 

But the value of Bakelite Molded pack- 
ages goes further. The enduring qualities of 
these plastics permit dual-use: as a container 
for your merchandise and as a permanent 
home-utility . . . an attractive cigarette or 
handkerchief box, ash tray, jewel case or 
other useful receptacle. 

Containers made from Bakelite Molded 
may be obtained in any desired design, in 
any color of the rainbow and in gem-like 
transparent, translucent or opaque effects. 

As a “Christmas Special” or for year 
"round impetus, lustrous Bakelite Molded 
containers will give your products added 


(Top) Memento of glorious event. . . 
Wolfsheim & Sachs wedding ring box in 
permanent pastel shades molded of 


IN BAKELITE MOLDED PACKAGES 


Bakelite Corporation, 247 Park Avenue, New York, N.Y. 


Please send complimentary copy of your handbook 8C, ‘‘A Guide 
to Modern Packaging with Bakelite Materials.” 


TEN .. SALES QUICKEN WHEN 


Yyyhandoe 


Outstanding on any shelf . . . this molded con- 
tainer for Pioneer Belt and Buckle Sets of Phe- 
nolic Bakelite material. Molder: A. L. Hyde. 


sales appeal. The 52-page booklet 8C “A 
Guide to Modern Packaging” gives full in- 
formation on effective packaging methods. 
Mail the coupon for your copy today! 


BAKELITE CORPORATION 
247 Park Avenue New York, N.Y. 













Bakelite Cellulose-Acetate. Molder: NAME 
Norton Laboratories, Inc. COMPANY 
ADDRESS 





(Below) A treasure-chest of rare beauty 
. .. Brundage Stationery arrives in style, City 


STATE 





packaged in jet black Phenolic Bakelite 
Molded. Molder: Gorham Company. 


























Collapsible Tubes 


“™ RUBBER 
LININGS 


EW, indeed, are the tube-packed products that need 
F... protection than the normal metal collapsible tube 
provides. To accommodate those few, Sun Tube is now 
prepared to supply tubes lined with a compound of rub- 
ber. This lining, naturally, is colorless and odorless... inert 


to most of the substances which might cause corrosion. 


This addition to Sun’s customary wax and lacquer in- 
terior coatings completes the Sun Tube service on interior 
coatings. Now all sorts of products which ordinarily might 
run into serious container problems may be packaged 


efficiently, safely and economically in collapsible tubes. 











SUN TUBE CORPORATION, HILLSIDE, N. J. 


CHICAGO, ILL. CINCINNATI, OHIO ST. PAUL, MINN. LOS ANGELES, CALIF. 
James L. Coffield, Jr. G. M. Lawrence Alexander Seymour R. G. F. Byington 
333 No. Michigan Ave. 1012 Elm Street 701 Pioneer Building 155 No. Vermont Ave. 
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ARE NOW READY 
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We will be pleased to send (gratis) 
sheets for your sampling. 


VV rite to-day 


CHARLES W. WILLIAMS & CO., Ine. 
Authorities on Box Covering Papers 
303 LAFAYETTE STREET 


NEW YORK 
624 So. Miller Street 167 Oliver Street 
CHICAGO BOSTON 





ie S 
( y Bul 


I 





Wa : 
Metro SEAL-TITE RING CLOSURES 


5 i | PLE TR O N G ° N E AT EASY ON ... Easy Off—with absolute air-tight, leak- 


proof sealing of the contents at all times—these are the 
advantages which the new Wheeling “SEAL-TITE” 
RING CLOSURE gives to Wheeling Steel Containers. 
Note the easy operation, and the strength and sturdi- 
ness of its simple lever action. Note also the stream- 
lined design that becomesanintegral part ofthe package 
without detracting from its lithographed decorations; 
flat top, free from obstruction—permits nesting and 
the use of covers with pouring equipment. These con- 
tainers passall requirements ofICC-6D-80 specification. 

There’s a Wheeling Container, in 1 to 70-gallon 
sizes, to exactly suit your packaging needs. Tell us 
what you pack, and we will gladly submit suggestions. 


WHEELING 


CORRUGATING COMPANY 


General Offices: Wheeling, West Virginia 


MAY 1939 9 








CAN 


DESIGN TO FIT YOUR PRODUCT 


A HEADACHE! 
NOT THIS TABLET PACKAGE... 


No fumbling with lids, 


screw caps, corks, etc. 








Opened and closed with one 
hand by a flick of the thumb. 


Created for 
C. E. Jamieson Co. 
Detroit, Mich. 


SEFTON FIBRE CAN COMPANY 


Plants —St.. Louis, Missouri @ New Iberia, Louisiana 


ONE @ MO) da (@ an Los Angeles San Francisco Denver Tampa Chicago Des Moines 
New Orleans Boston Detroit Kansas City St. Paul Omaha New York Cincinnati Cleveland 
Oklahoma City Pittsburgh Memphis Nashville Dallas Houston Salt Lake City Seattle 
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transparent. fully 
nd shock-resisting. 
to all modern types 
es and labelling, 
GLASS VIALS cap- 
eye and win the ap- 


of every shopper who 


a ee 


You can take the guess Ciates convenience, 


and doubt out of your f and sanitation. 
aging and sampling plan 
right at the beginning — u have a sampling prob- 
selecting a KIMBLE GLA 
VIAL for the job. Actua 


figures show that produce 


-or are planning a new 
lackage for your line, you 
a’t afford to overlook the 
xackaged in these colorful limited possibilities of these 
I 5 

_. . ne -_. iy 
miniature show-windows. 


Consult Kimble FIRST—and 


assure the packaging success 


sales-winning vials becom 
outstandingly successful in 
record time—and YOURS 


© « ms ime 1 ! 
should be no exception. you are anticipating: 


© ¢© « The Visible Guarantee of Invisible Quality . °¢ @ 





KIMBLE GLASS COMPANY ..-.-- VINELAND, N. J. 


NEW YORKe* CHICAGOs* PHILADELPHIA*®* DETROIT** BOSTON 
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Many a manufacturer has wished 

his product could have the protec- 

tion of a can—its sturdiness that 

prevents breakage—its lighter 

shipping weight—its greater dis- 

play value—and the greater salability that 

comes of convenience to the consumer. The 

only thing that stopped him was the thought 
that his product couldn’t be packed in tin. 

We've been able to show a lot of such man- 

ufacturers how they could secure these ad- 








vantages—how we could make a can that 
would meet every practical requirement of 
their product. Our research laboratories and 
development department are constantly work- 
ing out such problems. They are level-headed 
and use common sense about it. If it looks as 
though the product shouldn’t be in cans, they’Il 
say so frankly. But they’ve been able to sur- 
mount a great many of the difficulties among 
the packaging problems presented to them. 
They'll be glad to work on yours. 


CONTINENTAL CAN COMPANY 


9 > 0 FOr. Were) 


NEW YORK - 
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* SAN FRANCISCO 


MONTREAL + TORONTO - HAVANA 





“Cendec Leaf” ‘Ceca Ball Cartons are sealed in 


SYLVANIA CELLOPHANE 


1 


TANDARD BRANDS “Tender Leaf’’ Tea enjoys 
country wide popularity and publicity. The pack- 

ers may have the pride and confidence that goes with 
a popular product properly packaged. The best prin- 
ciples of modern packaging have been employed 
throughout. 9 ‘Tender Leaf'’ Tea Ball distinctive car- 
tons are sealed in Moistureproof Sylvania Cellophane 
to protect the cartons and their contents and to keep 





them free from soil of handling. @ Sylvania Cello- 
phane as a carton wrap enhances the carton’s at- 
tractiveness. Because of its crystal clearness and 
brilliancy it acts as a magnet that attracts to the pack- 
age the attention of the prospective buyer. It has a 
definite, irresistible sales appeal. Quality products 
properly packaged is a combination which wins and 
maintains lasting sales acceptance. 


SYLVANIA CELLOPHANE is “‘Quality’s Best Attire’’ 


Manufactured since 1929 by 


SYLVANIA INDUSTRIAL 


CORPORATION 


Executive and Sales Offices: 122 East 42nd Street, New York — Works: Fredericksburg, Va. 


Branches or Representatives: 


ATLANTA, GA. . . . . 78 Marietta Street 
BOSTON, MASS. . 201 Devonshire Street 
CHICAGO, ILL. . 427 W. Randolph Street 
DALLAS, TEX. . . 809 Santa Fe Building 
PHILA., PA. . 260 South Broad Street 





Pacific Coast: 
Blake, Moffitt & Towne 
Offices & Warehouses in Principal Cities 
Canada: 
Victoria Paper & Twine Co., Ltd. 
Toronto, Montreal, Halifax 
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Here are a few 


suggestions for the paper... 
All FITCHBURG Specialties: 


Lacquering Papers with a surface specially adapted to lacquer application. 
Pyroxylin Papers, high super finishes to secure best results with minimum of coating 
solution. 

Foil Mounting Papers developed after years of research. 

Box Wrap, including Snowhite Stiktite, an exclusive Fitchburg development. 


Alkali Proof Papers for soap, chemicals, dyes, etc., or wherever an alkali condition 
exists. 
Gumming Base Stock with the strength and surface qualities for your particular needs. 


Bag Papers for coffee, flour or any product that requires special qualities. 


Board Lining and Combining Papers, both free and groundwood, for board mills and _ 


box makers. 

Coating Base Stock for flint, friction and plate finishes. Special grades for greeting 
card, printing and embossing. 

Write us today for work sheets and sample swatches in any of the above... or other... 
classifications. 


You are welcome to the full cooperation of our extensive research and creative depart- 
ments in developing new paper stocks .. . especially for your needs. Our facilities are at 
your disposal. 


Pitchburg Paper Company © 


Founded 1861 
Sales Offices: 250 Park Avenue, New York City sss tlle gatas 


Mills: Fitchburg, Massachusetts SPECIALTIES 





— 
FITCHBURG PAPER CO 





fitchhurs 















FITCHBURG 
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POSITIVE INTERLOCKING 
OF CAP LUG AND GLASS SEALING HERMETIC 
FINISH MEDIUM a 





Vdd 


‘VACUUM PRY OFF 


PRY OFF 
LEDGE 





THE PERFECT 
HERMETIC 
SEAL. .~.. 


THE more carefully you examine the VPO Cap, 































; : all the features that make VPO so well suited 
the more you will realize that this closure is 


distinctly in a class by itself. No other cap has to sealing both hotand coin packed produsn. 





VPO is a vacuum cap... but sealing does not 
No other closure can equal the VPO Cap in ease or speed of ap- Lae D 
blication, which is limited only by speed of filling equipment. depend on vacuum alone. Positive locking lugs 


in the rim of the cap hold it on the container 
with a spring-like grip. This mechanical lock 
gives VPO the ability to seal hermetically with- 
out the aid of vacuum. It also makes VPO a 


convenient and effective reclosure. 
e ” tJ 


The practical advantages of VPO Caps are rapidly winning 
the recognition of packers of jams, jellies, preserves, etc. Sam- 
ples and prices are yours for the asking. Write for them today. 


CROWN CORK AND SEAL COMPANY 
BALTIMORE, MARYLAND 


WORLD'S Ce ee MAKERS CLOSURES FOR GLASS CONTAINERS 





MANUFACTURED BY 


COOPERATIVE G.L.F. FARM SUPPLIES, INC. 


PHELPS, NEW YORK 


RNR OM LS LAO TT... — ARERR NRE eRe Se & 


Smart CONTAINERS flash the VALUE signal that 
starts store talk . . . that SELLS merchandise! 


“NATIONAL” strikes an individual note in Package 
design and color values. “NATIONAL” pledges money's 


worth in original ideas ...in product expression. 
See What “NATIONAL” Suggests! 
NATIONAL CAN CORPORATION 


EXECUTIVE OFFICES e ih EAST 42nd STREET . NEW YORK Ath 
Dit sand Plants @ NEW YORK CIT « BALTIMORE « MASPETH N.Y CHIC . STON . DE . HAMILTON. OHI 
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cppcceneg. — Simplex Hoxes 


Manufacturers in many industrial and commodity groups now package their goods in 


SIMPLEX BOXES 


HERE THEY ARE:— 

















SARI i RANE CCA AE cis poietic’ ssa 


Blankets Infant Supplies Hardware 
Shirts Cakes and Crackers Soaps 

Sheets and Pillow Cases Candy Toys 
Underwear Meats Nuts 

Stockings Frozen Foods Tea and Coffee 
Shoes Cigars Tooth Brushes 
Swim Suits Cigarettes Drugs 
Sweaters Pencils Thermometers 
Thread Belts and Suspenders Flints 
Fireworks Brake Linings Cleansers 


They buy and use Simplex boxes — 


SHIPPED FLAT EASY TO ERECT READY FOR USE 


tema 5 
BS) 


A simple bend 







Se tas a 
Sep EIT SS EON Ree eS 





44 \ An easy turn 
~<a Click! It locks into place! 
Be ~ 


WHATEVER YOUR PRODUCT ... whatever your problems, a 
suitable one or two piece SIMPLEX box is made to meet your 
requirements. That is why leading firms in the textile, toy, food, 
and almost every other industry choose — above all others — 


SIMPLEX BOXES. 


















There isa Simplex Licensee in your area. Write for full information. 


SIMPLEX PAPER BOX CORPORATION ae 


ear ERv ED 


LANCASTER PENNSYLVANIA “Trade Mark 


Made Under License In All Parts Of 
The U. S. A. And Canada 
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A centennial prod 
uct of The Greatest 
Name in Rubber 





FOR SUPERIOR MOISTURE-VAPOR PROOFNESS... USE a8 


GooDS/' YEAR 





PAPER COATINGS 








COATtEO UNCOATED 


With erorite 


“oO APPAREN Tam 
cCuANcE 
AFTER 7 OATS 





— onicinar Lee 





HERE’S THE PROOF-- 


no evaporation of water in 
sealed Pliolite-coated glass- 
ine container in 7 days— 
approximately 75‘; evapo- 
ration in uncoated con- 
tainer. 


Glassine papers and other 


















packaging stocks can now be 
given a high degree of moisture-vapor proofness— 
either on one or both sides—at economical cost by 
the application of Pliolite* paper coatings. 


The impermeability of a Pliolite-coated paper is 
strikingly illustrated in the above picture. Papers 
so treated can be easily converted into any type 
of container, either by the use of adhesives or heat 
sealing. 





y 


In addition to this superior moisture-resistance, the 
use of Pliolite on both wrappings and labels gives 
them a vastly improved gloss and appearance, as 
you will note from the example on the preceding 
page. 


A Pliolite-protected paper package is as efficient 
as metal for many types of hygroscopic products 
and costs far less! 


For Paraffin Coatings, Too 


Better paraffin coatings are now being made by 
incorporating Pliolite directly into the paraffin and 
applying by use of a solvent. By this method the 
crystalline paraffin actually becomes amorphous 
in nature, giving the coating greater toughness 
and strength, improved moisture-vapor proofness 
and heat-sealability. We can supply such com- 
binations, known as Pliowax, ready to use. 


Put your difficult packaging problems up to us— 
let us show you how you can have better packages 
at less cost with Pliolite paper coatings. Address: 
Pliolite Sales Department, Goodyear, Akron, Ohio. 


*PLIOLITE is a registered trade-mark of The Goodyear Tire & Rubber 
Company. 

































CONTAINER 
~~ Announces 


“Ingenious NEW 
“PACKAGING Devices 


ye r ‘ 
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1. Exceedingly Low Cost in 
Die Cutting is achieved by our revolu- 


tionary die making and higher speed stamping proc- 
ess. We can cut for you any shape, in any ma- 
terial, up to 1” thickness at prices we believe never 
before possible, including boxboard, corrugated board 1 
(single or double faced), gaskets, spacers, rings, discs. 


Send drawings or samples of your part and ma- 
terial. Let us quote you. You'll be surprised 
at your great savings. 


2. Protect Delicate Parts «i 


these new snug paperboard caps and plugs. Re- 
place costly masking tape, rubber tips, corks, 
wooden plugs. Ideal too, to keep dust out of 
openings or to protect threads. Made in all diam- 
eters and with any shape flange. Write us now... 
send us drawings or samples. 


3. No More Scratched Chro- 


a 
mium or Battered Threads... 
these economical fibre tubes bar all injury or mar- 
ring in shipping or warehouse. Used by leading 
manufacturers of a great variety of products. Tell 
us your problem . . . and send samples or drawings. 


America’s leading industrial companies are using the 
new packaging and protective parts you see here. 


They spell economy, attractiveness and arrival of 
your product sparkling and factory-perfect. 


So don’t wait. Send samples and drawings of your 
product. We'll do the rest. 





The CLEVELAND CONTAINER CO. 


197 Scotten Ave. Detroit, Mich. 


Other Plants: New York, Philadelphia, Cleveland, Chicago, Plymouth, Wisconsin 











Some Reasons \WV/ 
HY ou profit from using 


HANDSOME APPEARANCE: Muandet’s deep- 
molding and cameo-clear embossing give special 
sharpness to private design and trademark detail. 
In the molded flange closure shown here, the soft 
pebbled tone of the top contrasts richly with the 
high-gloss finish along the gripping edge. This duo- 
tone effect makes a smart, distinctive closure. 


VARIETY OF CHOICE: Cork closures, in the 
popular finger-grip or flange style, are made by 
Mundet in these desirable types: Molded Flange, 
Embossed Wood-Top, Metal Top, Natural Cork 
Flange. Mundet Cork Closures include many 
special kinds designed to fill individual require- 
ments of drug and cosmetic products, of wines 
and champagnes, liquors, etc. 


SUPER-SEALING CORK: Secure, air tight seal- 
ing requires selected cork. Mundet is one of the 
world’s largest cork users; employs expert buyers 
in the cork growing regions of Portugal and North 
Africa. Because of its huge purchases and knowl- 
edge of cork grades, Mundet gets the pick of each 
season’s “stripping.” You profit from the consis- 
tent quality of Mundet Cork. 





INSIDE STORY: Invisible details of design and 
construction establish the reliability of Mundet 
Closures. The left side of the above view shows 
some of the hidden strength in Mundet Molded 
Flange Corks. A ribbed center pin anchors the 
top securely in the cork—making the closure 
practically break-proof. Your products and 
your customers benefit through unlimited reseal 
service. 
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Mundet District Offices Are Conveniently Located for Prompt Service 


BURNIE 6 650500505 339-41 Elizabeth St., N. E. Houston........ Commerce and Palmer Sts. PRMAMMOIEE 6 okccrcicdecscses 2226 Arch St. 
Chicago. ....csccveccces 2959 N Paulina St. Kansas City, Mo........ 1428 St. Louis Ave. San Francisco.........++0- 440 Brannan St. 
CN cecikceninsheante 427 W. 4th St. iS UMNOS 6 5-0 o:ci0 4.0 4-050 205i E. 37th St. i also J. C. Millett Co. 
Cleveland. ..<i0<s0s Britten Terminal, Inc. Louisville....Kentucky Bottlers Supply Co. ME iin ni oieoreeloameneen 506 S. Main St. 
(ne err Re The Stone-Hall Co. Memphis...... Memphis Bonded Warehouse UMIIEE De isiecienccicuaieae Succop-Tighe & Sons 
Detroit................335 W. Jefferson Ave. PP Es ons cincnccencs 432 N. Peters St. 2737—I1st Ave., South 


In Canada: Mundet Cork & Insulation, Ltd., 35 Booth Ave., Toronto 


MUNDET CLOSURES 





Mon" CLOSURES offer style and service. 

They have good looks plus built-in perfection. 
Their smooth and dependable sealing preserves 
the perfection of your product... builds consumer 
good will. Having specialized in the manufacture 
of cork closures for more than 70 years, we have 
the equipment and experience to produce the 
finest standard types and to make specialty clos- 
ures of unusual design for specific requirements. 
If you have a glass packed product, we shall be 
glad to show how Mundet Closures can help you. 
Write to Mundet Cork Corporation, Closure 
Division, 65 South Eleventh St., Brooklyn, N. Y. 











USERS OF FOLDING CARTONS! 


Ask this book some 
THOUSAND-DOLLAR QUESTIONS! 


-UPS? 
HOW CAN | PREVENT COSTLY JAM-UP 


HOW CAN | INSURE 
LESS SPOILAGE? 


HOw 





This new 57-page book will give you the answers ...may save 


thousands of dollars for your company every year 


@ The production headaches of precision, the same constant high quality board, color and 
your packaging department may not always reach printing—order after order. 
your desk—but the cost figures do! And that’s one big pues Ss er ‘ 
E he te a i 191 er . Write for your copy of this valuable book. Ask it your own 
reason why it wi may you to spenc > minutes to go a a ‘a . . : 
; e till " 7 thousand dollar” questions, ask it how Gardner-Richardson 
through this valuable new book. Bie ge 
precisioned cartons can save money, make money for you. 


You'll know, before you're half through its 57 interesting 
pictorial pages, why there are always orders from many of 
America’s largest carton users on the big schedule boards of 
the two completely-equipped Gardner-Richardson plants. THIS BOOK IS FOR EXECUTIVES 

INTERESTED IN BIGGER PROFITS! 

spe ‘ ioh- vty Whi achines take a 
You'll see why today’s high-speed filling machines take h weet ae ee bea 
bring a copy to your desk, with our 
compliments. The edition is limited, 
the requests many—so tell your sec- 


Giardner-Richardson cartons in their stride. You'll see why 





these precisioned cartons reduce jam-ups, cut spoilage to 


split-percentage figures, save thousands of dollars every year. © retary to write for your copy today. 





You'll see how Gardner-Richardson’s exacting laboratory 


control from raw pulp to finished carton insures the same 


PUT YOUR CARTON PROBLEMS UP TO 

GARDNER -RICHARDSON’'S TECHNICAL STAFF 

T h e G A R D N t R ~ & | C 4 A Ke D 5 0 N C 0 m p d fi y ° e sland ready to work with you in sng any 
carton problem, whether it means the development 

MIDDLETOWN, OHIO of a new board, new ink, new design, or research 


into new fields economical product protection. 
Manufacturers of Folding Cartons and Boxboard pee be elds of ¢ ners I ; 


Sales Representatives in Principal Cities: PHILADELPHIA + CHICAGO + ST. LOUIS - NEW YORK + BOSTON - PITTSBURGH + DETROIT CLEVELAND 
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LLIN TID 


AU PANN TRE 









REG. U.S. PAT. OFF. 


LEC LOLD 





were made far each other 





*% Aqua-Sheen box by Lamcote Div. of Arvey Corp. Vitamins Plus box by F.N. Burt, Inc.® Bag by T. M. Royal Co.®% Alllaminated with Lumarith Protectoid 


Lamination with Lumarith Pro- 
tectoid gives packages an appeal 
that just can’t be matched by any 
other process! It’s a glamorous, 
eye-catching, irresistible appeal 
any way you look at it. 

And packages laminated with 
Lumarith Protectoid get looked at 
plenty! Furthermore, they can 
take all the looking-at, picking-up. 
and other handling they'll ever 
meet in storage, transportation, or 
display. They are scuff-proof and 
amazingly durable. Their fold 


strength is dozens of times greater 
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than unlaminated stock. They are 
moisture-proof, grease-proof, age- 
proof. That’s why laminating is 
used not only to preserve historical 
documents — but to give that 
“thing of beauty and a joy forever” 
appearance to modern packages all 
the way from soap wrappers to 
jewelry boxes. 

For information concerning 


sources of supply for all types of 


lamination or laminating equip- 
ment, write today to Packaging 
Division, Celiuloid Corporation. 
10 KE. 40th Street, New York City. 


Established 1872. Sole Producer of 
(Trade- 


Celluloid and Lumarith. 
marks Reg. U.S. Pat. Off.) 


> 


If you are working on 
a transparent or plastic 
package... 





im toucn with 
‘ 


eu OLOUD 












Marvellum’s talented designers have produced a unique less variety of modish and striking designs in leather, 


line of smart holiday box papers . . . of new sales power fabric, metallics, micas, wood grain effects . . . all designed 
and gift apeal! Their ingeniousness is at your service... especially for extra 1939-1940 sales-counter selling 
for either regular lines or private designs. power! 

We suggest that you write now for samples of our cheery Now is the time to prepare your new holiday packages... 
Christmas prints, embossings, smart colors, an almost limit- so let’s hear from you! 


THE MARVELLUM COMPANY 


Papers Distinctive 


HOLYOKE MASSACHUSETTS 


DISTRIBUTORS of MARVELLUM PAPERS: HENRY L. GOODMAN, Boston, Mass. - CHARLES F. HEAPHY COMPANY, New York, N. Y. - 

HOLYOKE COATED & PRINTED PAPER CO., New York. N. ¥.- HUGHES & HOFFMAN, New York, N. Y. - BRADNER SMITH & CO., 

Chicago, Ill. and Milwaukee, Wis. - A. HARTUNG & CO., Philadelphia, Pa. - MATTHIAS PAPER CORP., Philadelphia, Pa. - CHOPE- 

STEVENS PAPER CO., Detroit, Mich. - BLAKE, MOFFITT & TOWNE, Pacific Coast - SIERRA PAPER CO., Pacific Coast - ZELLERBACH 

PAPER CO.|, Pacific Coast - JOHN LESLIE PAPER CO., Minneapolis, Minn. - NASSAU PAPER CO., St. Paul, Minn. - THE QUEEN CITY PAPER 

CO., Cincinnati, Ohio - ROACH PAPER CO., Little Rock, Ark. - E. H. WILKINSON & CO., LTD., Toronto, Canada - AMERICAN 
PAPER EXPORTS, INC., Export Agents, New York, N. Y. - B. J. BALL, LTD., Australia and New Zealand. 
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“ANY PRODUCT. 


** a” 


~ 


- UABELS must meer TWO REQUIREMENTS: 
‘I Labels must compaly with the , = 


The Government requires that wails facts appear con- 
spicuously on the labels of.any-Food, Drug, Device or 
Cosmetic. These requirements must be sone. 


2 Labels must have MERCHANDISING poowe't 


Products must be labeled,so as to invite the consumer to 
‘purchase. -The consumer responds to the inviting label. 

The producer, in the intérest of his own sales, must 
have labels that do a Merchandising job. This. is‘an im-, 


pene requirement. 


“Uns” CAN HELP YOU MEET BOTH REQUIREMENTS 


The Law has not nada designs that invite the consumer; 
but in the ‘effort to comply with Regulations the sales 
power of the label may be overlooked. This Merchan- 
dising element must not be forgotten! Label designs 
must meet both of these requirements. we 


Tue blending: of these two imperative requirements: is 
a siichenbiea’ and creative task. It calls for a basic understanding 
of both requirements. It’ calls for familiarity with Government 
Regulations, past as well as present. It demands tested ability in 
design and‘tested competence in producing packaging materials. 
It calls for “U-$”. 








ATLANTIC LITHOGRAPHIC & PRINTING DIVISION 


TATES PRINTING EG LITHOGRAPH asians) DONALDSON LITHOGRAPHING DIVISION 


ERIE LITHOGRAPHING & PRINTING DIVISION 
AND DIVISIONS PALMER ADVERTISING SERVICE DIVISION 


The }., : AMERICAN LITHOGRAPHIC DIVISION 


W. F. POWERS DIVISION 


HOME OFFICE: 312 BEECH ST., CINGINNATI, OHIO. THEO. A. SCHMIDT LITHOGRAPHING DIVISION 


Production Plants at: CINCINNATI, BALTIMORE, BROOKLYN, ERIE, PA., ST. CHARLES, ILL. 
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Give your glass packed foods: fresh sales appeal, new 


beauty, added attractiveness by using genuine cut glass 


Stumblers ‘madé by Anchor Hocking. They'll help. boost 


your sales to new high. levels. Suitable: for . cottage ' 


cheeses, spreads of alf kinds, jéllies, preserves and many 
other products._ 

Cut glass is all the rage today. 
‘Women will be drafn to these 


A MAGNET FUR 
| FEMININE EYES 
umblers like a magnet wherever they are displayed. 
o woman will be satistied with just 4 few .. 
rariably want a complete, set, a dozen or moré, because 
pf their ee, eye aud and utility. They make 


excellent, glasses for highballs sand. other beverages. 
; . ° @ 


IDEAL FOR This lovely glassware 


HOLIDAY GIFT SETS 
@lends itself. ideally, to 


oliday, promotjon. ' Take a thalf-dezen ‘of your 


roducts, possibly different varietiés or flavors, 
a 


. they will in- , 


pack‘ theth in these tumblers sarranged in’ an .attractive, 
gift box, with the pitcher included: to .cemplete the 
set, and you will havea sales item. of irresistible 


appeal. Where desired we will supply cartons for such | 


comaplete séts. 
ae Leese Peres your chance to get the 
. NOW 7 ° d 
: jump on competition. These 


new. cut’ glass tumblers are so. attractive their use is 
bound to spread like wild firé, so act at once. The tuni- 


bier is No. PM3514; design, Gut: No. 118; pitther 


No: 790. Wirke or wire for volirssanples now —today. 


i ANCHOR H@CKING ° GLAss CORPORATION, 
j oe ey Ohio. 
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is a guarantee. 


Helmold's rule is accurate, 


Established 1881 


than a prom 
1462 SHAKESPEARE AVE. 


adequate goods and serv- 


4 
ray, 


of dominant leadership 


from... 
J. F. HELMOLD & BRO., INC. 


lence in the industry. Make 
it a rule to assure yourself 


durable, uniform in temper [af 
and the standard of excel- 7 
of these qualities by order- 


is more 
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Time moves fast, and your public will 
soon be Christmas shopping again — 
so start thinking of your holiday 


packaging. 


We have many new, appealing 
designs, some of them in gravure, as 
this sample—all in the motifs and color 


schemes that enhance sales appeal. 


Permit us to send you suggestions, 
or samples to choose from. 


era 


ROYAL PAPER CORPORATION 

Manufacturers of Decorative Papers 

ELEVENTH AVENUE AND 25th STREET 
NEW YORK, N. Y. 








This specimen is our Holly Gravure Series No. 500 — Red Background 
’ available in many color combinations. 









ETERS! TOO REY ARERR RID . 





Many manufacturers now get top production efficiency 


from their automatic packaging machines with Riegel 
Liners. These are not just ordinary waxed sulphite 
papers but ones that we have expressly designed from 
the combined standpoint of protection, economy and 
production efficiency. 


For example, our special tobacco liner offers good bulk - 
and fast, smooth operation on any packaging machine 

and in any type of package. It maintains tobacco 

freshness and natural aroma until the customer has 

made his purchase. After the sale, its high strength 

and pliability permit it to be repeatedly folded and 

refolded as the tobacco is used, thus providing both 

convenience and protection right down to the last 

cigarette or pipeful. 


Riegel carton liners are available printed or plain, 
white or manila, wet-waxed, dry-waxed or unwaxed, 
in almost endless variety — each carefully designed 
to meet a certain product's individual packaging 
requirements, Write us concerning your needs. 


RIEGEL PAPER CORPORATION 
342 MADISON AVE. NEW YORK, N. Y. 
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Gaylord “geared to your needs” shipping boxes 
increase sales and lower operating costs 


New sources of profit are being uncovered for a long and 
growing list of manufacturers through Gaylord “geared 
to your needs” containers .. . corrugated or solid fibre 
containers especially designed to mesh with each particular 
phase of your individual operating and selling methods. 


For some, this means a new idea in container design 
which simplifies packing... reduces 
shipping losses... builds goodwill. GAYLORD 
For others, it means a technical job... 


the creation of stronger materials or 
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special protective processes to prevent drying out or contam- 
ination. Orit may be a new merchandising idea which makes 
the container a strong link in a successful sales campaign. 

In these and scores of other ways, Gaylord container 
service, “geared to your needs,” offers you a real oppor- 
tunity for increasing sales and lowering operating costs. 
Why not check with Gaylord now? A phone call or letter 
places our entire staff of packaging specialists at your 


service. No obligation. 


CONTAINER CORPORATION 


General Offices: SAINT LOUIS 


There’s a Gaylord plant or sales office in your territory 
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— popular brands of cheese __Pliofilm also keeps 
yictured here are now wrap- »roducts whose sala- 
I I 
»yed in Pliofilm* for a might bility depends upon 
I 8 ) I 
important sales reason. crispness or dryness 
from absorbing mois- 
This new transparent, odorless, jure in damp weather. 
| tasteless wrapping sheet made by It keeps out mold and 
Goodyear is moisture-vapor proof : . : 
» midlet i F vermin, too; has high 
and seals with heat or adhesives tear resistance and is readily Wrap in 
in an airtight weld. printable 
Th P Is i ll th TO KEEP THESE PRODUCTS 
at means it seals in all the If moisture—either evapora- “EACTORY FRESH” 
natural moisture uponwhichthe  jion or absorption —is your» Candy pian 
m= flavor and freshness of cheese major packaging problem, let e Crackers e Popcorn 
kes depend—keeps it from drying ys show you how much more ® Cakes e Marshmallows 
i sti e reas. e e = sy ae 
gn. out — insures a tastier, effective Pliofilm is with a test e Cookies 2 a xing rs 
= _ e Cigars e Potato Chips 
an creamery-fresh product wrap of your product. Just ig iF 
tn: tin eninene . alle e Cigarettes © Dried Fruits 
or- write Pliofilm Sales Department, —,_ Coffee @ Nut Beam 
A centennial product of Th . 
Sts. Decca ieee — , Goodyear, Akron, Ohio. ® Pretzels e Pharmaceuticals 
iter 





our THE BEST THINGS COME SEALED IN 
: ’ *Trad k of The Goody Tire & Rubber Company 
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ISUALIZE YOU FP 





Imagine, for a moment, your package redone in foil. Imagine it on the store 
shelf — doesn't it gleam and sparkle, tempt the shopper to say, “I want that 
one!’ @ Attractiveness that catches the eye is a self-evident virtue of Alumi- 
num Foil. Not so obvious, but just as important, are these other practical 
advantages: it doesn’t smudge or soil easily. It puts a wall of metal armor 
around your product, barring out light, air, moisture, sealing in freshness, 


fragrance, color and flavor. @ Alcoa Aluminum Foil is versatile, too. Use it 





for covering on boxes or cartons, for linings, for bags and loose wraps. Print 
on it with either line or process plates. Make it the guardian of goodness for 
foods, confections, other delicate products; or make it an eye-catcher to help 
sell any packaged product. @ See for yourself what Alcoa Aluminum Foil 


can do for your package. Ask us to send samples which you can use for 


experimental designs. And please, when you write, use your letterhead and 


mention the nature of your product and package. Aluminum Company of 


America, 2129 Gulf Building, Pittsburgh, Pennsylvania. 


> 

(a) 
ALUMINUM 

ie) 

> 






















HERE’S HOW 


i tcbell Will the package adequately protect and, if neces- 
y, sary, preserve the product? 


DOES IT! . Will it maintain its appeal after shipping and 


handling? 


the product? 


L- YOUR PACKAGE can pass the 
Ritchie test, it’s good — and we should 
advise you to hold on to it. If it can’t — 
there’s no better time than now to let Ritchie 
help you. No better time to give your prod- 
uct the packaging advantages of all that 
Ritchie has learned about design, produc- 
tion and service during 73 years of sound 


experience! Write today. 


a 


W. C. 


Pre-evaluation 
of Packages? 


Is it designed to fit the likes and buying habits of 
its particular market? 


Is it, for the dealer’s sake, easy to stack and wrap? 


5. Does it have definite display advantages over com- 
petitive packages? 


Does it accomplish these things economically — 
without placing an undesirable price premium on 











NEW Z2ctcAe TRANSPARENT 
PACKAGES SCORE 100% 


Important 1939 packaging news was 
Ritchie’s entrance into the transparent field. 
Whether you think you can use a transpar- 
ent package or not, ask to see what Ritchie 
is doing for others with this exciting new 


medium. You may get some good ideas! 







SET-UP PAPER BOXES 


AND COMPANY FIBRE CANS 


TRANSPARENT PACKAGES 


8849 BALTIMORE AVENUE @ CHICAGO 


NEW YORK DETROIT CINCINNATI LOS ANGELES 


Rees 








MODERN PACKAGING 


ST. LOUIS ST. PAUL DENVER 


HOUSTON 
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1-2. Blankets are large, unwieldy items, difficult to pack, to protect and to ship. Here is the Hinde & Dauch 
Paper Company's suggestion—a solid fibre folding shipping container equipped with a luggage type handle and 
gayly decorated to resemble a piece of fine airplane luggage—a gift container and shipping box in one. 


THE CHRISTMAS SHOWCASE 


So it’s a little early to think of Christmas, is it? Well 
it isn’t if you want something other than a mere make- 
shift holiday package. If you want to garner every 
last possibility of profitable sale out of the holiday 
season, you won't treat your Christmas packages as 
mere afterthoughts, but you'll plan them for greatest 
dealer convenience, for the utmost in consumer appeal. 
You'll key them to the higher and stronger colors they’l1 
meet in the brilliantly illuminated holiday departments. 
And you'll make allowances for special influences this 
year, ranging from an American reaction to possible 
war in Europe (Toy Fair reports indicate fewer toy sol- 
diers than ever) to the influences arising from both the 
San Francisco and the New York World’s Fairs. 

You'll check up, too, on the many surveys which 
have recently been made of consumer holiday mer- 
chandise preferences—surveys such as the one which 
Life magazine published last December. This survey 
presented the preferences, in every price range, of both 
men and women, young and old, as developed through 
the exhaustive inquiries of Dr. Carroll A. Whitmer, 


A portfolio of holiday packaging ideas 


University of Pittsburgh psychologist and while its 
emphasis was on products, rather than packages, it 
casts much light on the likes and the pet hates of people 
in all age groups regarding Christmas wrappings, holiday 
packages, re-use containers, etc. 

But, in the final analysis, your Christmas packaging 
problem is something that cannot be solved by the mere 
application of somebody else’s formula. It’s your own 
headache and your own sales set-up and the nature of 
your own product will, in the end, determine the kind 
of package you want and need. 

Thus Modern Packaging, with the cooperation of a 
number of package designers and package suppliers, 
presents The Christmas Showcase, not as a portfolio of 
finished suggestions ready to be adopted and ordered by 
number but, rather, as an idea book designed to set you 
thinking. For this very reason you will note that most 
of the designs suggested are basic constructions rather 
than surface treatments for these latter must always, of 
course, be adjusted to the special nature of your own 
type of merchandise. 
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Wraps, set-up boxes and folding cartons all present 
advantages and disadvantages, depending upon the 
product to be packaged and the nature of the handling 
it must receive in factory, in shipment, in the store and 
in the home. Here is a new type of box that seems to 
combine some of the advantages of each of the three 
classifications named above. It’s called the Nuvopak 
and consists essentially of a reverse tuck carton blank 
with a pre-cut fancy paper wrap already set in place. 

In assembling the package, the operator has but to 
take the flat blank, snap it into rectangular position, 
close the tuck and fold and seal the paper at one end. 
The merchandise is then inserted and the same opera- 
tion performed at the opposite end of the carton. 

The four simple steps are here shown (Figs. 3, 4, 5, 6), 
the package being sealed in this instance with a new 
type of pre-tied ribbon bow. Any sealing method, from 
full ribbon ties to adhesives, may, of course, be utilized. 

A group of these containers may be seen at the bottom 
of this page, in Fig. 7, in a variety of holiday wraps. 
Here Streamer Bows—pre-tied ribbon bows with ex- 
tension streamers—have been used as the sealing method, 
being pasted at the bottom face of the package. When 
used either by retailers or manufacturers, packages of 
this sort can, of course, be fashioned with wraps of 
private design papers or with wraps surprinted to bear 
any desired sales message or identifying data. 

Nuvopaks prepared especially for Modern Packaging 
by the Cambridge Paper Box Co. Fancy papers supplied 
by Nashua Gummed & Coated Paper Co. Bo-Seals 
and Streamer Bows by Stark Bros. Ribbon Co. 


* * * KK OK 


Three examples of novel display effects possible in 
wooden containers are here shown in open and closed 
position (Figs. 8 and 9). The large box has a drop 
front and is thus converted instantly by the consumer 
from a sales package for a single pipe into a stand for as 
many as four of these objects. 

The box at the left in both photographs utilizes a 
wooden cylinder set within wooden rings to effect con- 
version from display to closed container. Used as a 
watch box or jewelry display, the wooden cylinder is 
turned with its cut-away face slanting upward and for- 
ward in line with the customer’s eyesight. A_half- 
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turn of the cylinder effectively seals the container for 
transportation purposes. 
The box at the right is a simple display unit utilizing 
a curved sheet of rigid transparent acetate material. 
Boxes prepared especially for Modern Packaging by 
C. E. Schunack, Inc. 


** KK K OK * 


A new type of box, designed not only as an alternative 
to the old type wooden cigar box but for many other 
set-up box applications, is seen in Figs. 10 and 11. The 
container is made of a single piece of heavy board mitered 
out to give an extremely sturdy blank at low cost. It 
is claimed for this type of container that extreme sturdi- 
ness makes it particularly desirable as a holiday set-up 
box form for re-use purposes. The absence of extension 
top and bottom would seem to fit in with certain modern 
design trends. The boxes here shown are covered with 
wood veneer surfaces and equipped with ribbon lifts 
on the hinged lids. The attachment of these lids follows 
more or less standard box making procedures. 

Boxes prepared especially for Modern Packaging by 
the Cambridge Paper Box Co. 


* * KK KOK * 


The principles employed in the construction of the 
Schrafft mint package which received high honors in 
the 1938 All-America Package Competition are here 
applied to gift containers. (Fig. 12). Both con- 
tainers consist of a spiral wound fibre cylinder into which 
is inserted a rectangular drawer equipped with round 
ends. The upper container, designed as it is to represent 
a dachshund, becomes a natural toy in re-use, requiring 
merely the attachment of a pull string through a hole 
already provided in the doggie’s nose. Designs could 
easily be made to represent any one of a long series of 
animals simply by shortening or fattening the cylinder 
and applying the paper animal characteristics to the 
attached cardboard head. 

The box in the foreground utilizes the same cylinder 
and rectangle construction in more formal manner with 
foil papers and metallic ball-type drawer pull and legs. 

Prepared especially for The Christmas Showcase by 
the Cambridge Paper Box Co. 
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Viscose secondary closures have excellent holiday pos- 
sibilities. Here (Figs. 13 and 14) is one means suggested 
for making two packages sell where but one sold before. 
For pottery containers, viscose closures provide the 
means of securing a sturdy seal. 
Sylphseals supplied by the Sylvania Industrial Corp. 
Pottery jar by Robinson Clay Products Co. 


* * *K KK K * 


Multi-unit carriers form a convenient means of converting 
single items into suitable gift groupings. Here shown 
(Figs. 17 and 18) are two carriers which provide both 
holiday display and grouping conveniences. 

Prepared especially for The Christmas Showcase by 
American Coating Mills, Inc. 


* eK KK K 


Embossed chests are traditional as holiday containers, 
but chest designers have this year worked out many new 
and novel surface treatments and have adapted new 
materials to their purposes. In Fig. 19 is seen an oblong 
chest utilizing a plastic-like material embossed to 
simulate an actual molded effect. 

In Fig. 20 a Chinese cinnabar effect is achieved through 
the use of material lending itself to plastic-like carving 
and molded treatments. 

In Fig. 21 a cylindrical container is given unusual 
distinction by the use of a lid fabricated in sunburst 
design to tie in with the fluted sides of the container. 

All three packages designed by Fred A. Krause and 
created for Modern Packaging by The S. K. Smith Co. 
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Both private mold and stock glass shapes can be readily 
adapted to holiday purposes. Fig. 22 illustrates two 
possibilities along private mold lines—one a container 
blown in the shape of a modernistic fir tree, the second a 
candle-shaped container. In Fig. 23 are seen standard 
tumbler jars with colorful decorations. 

Packages designed by J. Hendrickson and J. S. Kelly 
of Hazel-Atlas Glass Co. 
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A few possibilities in private mold glass designs are 
illustrated in Figs. 24, 25, 32, 33 and 34. The elephant 
jar is designed for children’s candies or similar objects 
and equipped with a closure permitting easy conversion 
into a child’s bank. The frosted glass box (Fig. 25) 
utilizes a molded plastic inlay to achieve sharp color 
contrast. The pillar-like glass jar (Fig. 32) is par- 
ticularly suited for use as a special over-size holiday 
container for lotions or toilet waters designed to permit 
the sale of a larger unit of merchandise. Fig. 33 shows 
another variation of the re-use bank idea. Fig. 34 
represents a glass box with delicately molded incised 
decorations. Two set-up boxes designed for the sale of 
grouped glass containers are shown in Figs. 26 and 27. 

Sketches prepared especially for Modern Packaging by 
the Owens-Illinois Glass Co. 
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Large floor displays offer possibilities for adaptation to 
holiday purposes where the use of specially constructed 
holiday displays is not desired. In such instances the 
display would be distributed to the trade in time for the 
holiday season and the possibility of removing holiday 
decorations without destroying the effectiveness of the 
display could be counted upon to result in continued use 
of such units after the holiday season. Three possible 
variations of this idea are illustrated in Fig. 28 as Christ- 
mas displays and in Figs. 29, 30 and 31 as they would 
appear after use. 

Designed especially for Modern Packaging by Oberly 
& Newell Litho. Corp. 
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Carton designers are notoriously ingenious in their 
ability to devise clever yet simple constructions. Figs. 
35 and 37 illustrate a group of toy-like figures for can- 
dies or similar holiday items. Fig. 36 shows a number 
of these in flat form. In Fig. 38 we see the house con- 
struction re-folded to form a rectangular box for ship- 
ment. 

All designs prepared especially for Modern Packaging 
by United States Printing & Lithograph Co. 


* * * * K OK * 


Molded plastics can be well adapted to the sales promo- 
tion of both the most utilitarian and the most luxurious 
of products. The contrast is aptly illustrated by the 
molded cheese container (Fig. 39) and the molded bath 
salt shaker (Fig. 41). The former could be used as a 
premium or for the introduction of packaged cheeses 
through holiday sales. A middle ground is occupied 
by the cigar gift box shown in Fig. 40, designed for 
after-use as a humidor. 

Packages designed by C. M. Ehat for General Plastics, 
Inc., and reproduced by that company’s permission. 


Wooden chest designers have for many years had at their 
command exquisitely surfaced and polished rare wood 
veneers. Their designs have now taken a most modern 
—even streamlined—trend, as illustrated in these four 
chests designed especially for The Christmas Showcase 
by the Wilder Manufacturing Co. 
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Fig. 46 illustrates another example of small wood boxes 
having after-use possibilities. This relatively simple 
construction employs contrasting color effects and an 
inset lid construction to take it out of the ordinary 
without penalizing it as to cost of construction. De- 
signed by Fred A. Krause and produced especially for 
Modern Packaging by The S. K. Smith Co. 


Three widely differing designs, all utilizing colorful and 
durable molded plastics. In Fig. 47 the perennial ash 
tray gift package has been revivified by nesting three 
trays to form a unit for the sale of three pair of hose, 
three sets of men’s garters, or similar items. The trays 
are especially designed so that a single tying cord or 
ribbon holds all three firmly in place. Dealers could 
assemble any given number of trays to form a set. 

Fig. 48 illustrates a means of locking a group of nail 


polish containers into place to prevent overturning and 


spilling both on the counter and in the home. A die- 


cut sheet of transparent acetate is used to hold the bottles 
firmly erect on the molded plastic base. The shield 
slips off easily to allow access to the containers but 
need not be removed in use since the closures extend be- 
yond the shield and may therefore be opened with ease. 

For pen and pencil sets and similar items, this box 
(Fig. 49) provides both display and re-use advantages. 
Molded identical halves form the top of the container 
and are so hinged that they may fold back below the base 
to form a virtual pedestal for the items attached to the 
base. The flat planes on the center of the molded 
sections permit display at an angle. A flock-covered 
paper bed provides the base which also serves as a dis- 
play platform. 

All three containers designed especially for Modern 
Packaging by General Electric Co., Plastics Dept. 
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1. A corner of the Christmas wrapping department. Note how actual 
wrapping operations are effectively shielded from the consumer's eye. 


GIFT PACKAGING PAYS 


when a department store stops looking upon it as a necessary evil 
and plans instead to make it a profitable route toward greater sales 











Gift wrapping on an extensive and elaborate basis has 
been attempted by many department stores and specialty 
shops. Only a few have ever succeeded in making it pay 
its own way—even when the term “‘pay’’ is construed to 
include a very liberal evaluation for the good will and 
store promotional effects created by wrapped gifts. 
Thus, most stores have tended to reduce gift wrapping to 
its simplest possible terms, to the shortest possible sea- 
sonal operation and have looked upon it more perhaps 
as a necessary evil than as a means of creating sales. 

Both the attitude and the experience of the Neiman- 
Marcus Co., of Dallas, Texas, contrast so sharply with 
the situation described above as to be well worthy of 
closer study not only by department stores and other re- 
tailing executives but by manufacturers planning their 
own gift and holiday containers. 

Starting some years ago with a small stock of shiny 
paper and narrow ribbon bows, the department has ex- 
panded from what might be termed a ‘“‘Christmas 
whimsy”’ into a serious business with what amounts to 
a virtual ritual in gift package designing and preparation 
and with an operating staff which at times has run as high 
as some go individuals. 


During the past Christmas season, in fact, gift wrap- 
ping demanded the services of two supervisors and go 
wrappers working in one large central station and three 
auxiliary stations located on upper floors. The skillful 
fingers of these operators worked in two shifts to wrap, 
tie and fluff bows to the tune of 135,417 ft. of pastel foil 
paper. Over 200 miles of silver plated ribbon were util- 
ized. Specially wrapped gifts left Dallas for mailing to 
41 foreign ports and the department, instead of being a 
promotional liability, has actually paid its way in sub- 
stantial fashion. 

Neiman-Marcus wraps, in fact, created so much excite- 
ment that the company found itself somewhat embar- 
rassed by the number of people who begged to buy such 
items as the Santa-Pop-Up and the Christmas-Popper for 
use as party favors. 

One loving husband called upon the store to present 
his gift to his wife in most original manner, having the 
company reproduce for him a complete life-size store 
window right in the living room of his home during his 
wife’s absence. Two mannequins thus displayed his 
gifts in Christmasy—if somewhat ostentatious—atmos- 
phere when his wife drew the curtains on Christmas 
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morning upon a complete Neiman-Marcus window that 
was entirely hers. 

On another occasion the store was called upon to de- 
sign and fabricate a snowman 7 ft. tall. The unit was 
constructed of cellophane with a zipper opening down the 
front. Inside were contained gifts to the amount of 
several hundred dollars. The snowman was delivered in 
a huge sparkling box, complete w th bow, and presented 
to the recipient on Christmas morning. This gift pres- 
entation cost $125. 

On another occasion an order was received from a cus- 
tomer in Louisiana for a full-sized bride for a wedding 
shower. She, too, was created in cellophane with a 
zipper opening—down the back this time—to provide 
access to the numerous gifts. Similar cellophane brides 
have since been sent throughout Texas and to a number 
of other states. 

Not all Neiman-Marcus wrappings run to such fabu- 
lous figures. Charges to customers are designed to cover 
all expenses only in the case of special or de luxe wraps. 
On purchases under $4.95 the customer is charged 15c for 
the wrap. On purchases amounting to more than this 
figure, the gift wrap is gratis, unless the package is bulky. 
In the latter case a charge of 35c is made for the wrap. 
Special or de luxe wraps vary from $1 to $35 and occasion- 
ally run even higher. 

One element which has contributed largely to creating 
a public interest in the gift wraps has been the fact that 
the wrappings have been designed for startling novelty 
and for decorative qualities and even for possible re-use, 
rather than as mere covers casually imprinted with tradi- 
tional holiday patterns and designed merely to disguise 
the product until the recipient has registered surprise. 

Naturally, on the smaller and less expensive packs 
elaboration must be severely restricted and the attempt 


2. Treasure Chest containing numerous individual _ gifts. 
3-4. Four of a group of packages especially designed for the 
recent Easter season. 5. For small articles, such as perfume 
or a pair of hose, Neiman-Marcus utilized this ‘Popper’ Christ- 
mas wrap. 6. A giant Easter egg, made of cellophane and mea- 
suring 12 in. by 18 in. 7. Candles are used for one, two and 
three pair stocking gifts. 8. Cellophane Santa Clauses have 
made a great hit. 9. A Southwestern note is achieved in this 
reproduction, in cellophane, of a typical Texas oil well. 
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is here made to achieve beauty rather than novelty, but 
even in the low price bracket, such items as the Pop-Up 
and the Popper and the Santa-Jack-in-the-Box can fre- 
quently be utilized to enhance the ‘“‘giftiness’’ of even 
the most prosaic gift. 

Literally hundreds of the Santa-Poppers were sold last 
year, each containing from one to six pair of stockings or 
from one to twelve handkerchiefs, both types of items 
which would be sold in much more restricted quantities 
were suitable gift containers lacking. 

Another type of container which has become more or 
less of a Christmas tradition is the Treasure Chest which 
is used by Neiman-Marcus to encourage the sale of groups 
of related items as a particularly sumptuous gift. Such 
gift assemblies range from an ensemble of lingerie to a 
fur coat complete with matching scarf, gloves, etc. 

The department does not operate merely for Christmas 
gift purposes, but has become, rather, an all-year-round 
institution. Thus, during the three days preceding 
Easter of 1939, over 3000 Easter wraps were prepared and 
shipped, not including several hundred specially designed 
gift containers. Easter wraps this year included an 18- 
in. bright red cellophane egg, an Easter egg wheelbarrow 
and numerous other novelty items designed especially to 
encourage sales in the perfumery, novelty, cosmetics and 
hosiery departments. And no sooner had Easter Sunday 
passed than the department turned to work for Mother's 
Day with especially created designs, in the anticipation 
of preparing and delivering 3000 or 4000 additional pack- 
ages during the week prior to this increasingly popular 
gift-giving occasion. 

Naturally, with a department placed upon a permanent 
basis and entering into such extensive activities, hiring of 
talent has in itself become no small problem. The 
wrapper must be an individual (Continued on page 102) 



























































1. Gimbel Brothers’ Certified and De Luxe tooth brush cartons have 
had their design brushed up. In the foreground may be seen the 
redesigned packages as contrasted to the old. Note the increased 
legibility for both company and product name. Note also how the 
old packages differ in design treatment whereas the new are simi- 
larly executed to increase display values. 


2. Merck & Co., Inc., come to the aid of gardeners with a product 
designed to simplify the rooting of cuttings. Since there are three 
different strength Hormodin Powders, a compact combination pack- 
age was necessary to neatly separate the three types of powders 
while, at the same time, achieving a compact sales package. This 
was accomplished by utilizing three round paper cans which fit 
compactly into a folding carton. Paper cans by the Seeley Tube & 
Box Co. Folding carton by the Trenton Folding Box Co. 


3. In an effort to call attention to their handwoven material, the 
Means Weave organization developed this original transparent bag, 
made of Pliofilm with colored cardboard handles. Beyond the 
provision of visibility for the homespun material and knitting yarn, 
the consumer and dealer likewise benefit. The consumer is given 
a package that stays in service after it reaches the home, since the 
bag may serve as a utility container for the sewing paraphernalia. 
The dealer is given a compact ensemble which lends itself to display, 
as the bag permits visibility while protecting the merchandise from 
dust and dirt and resultant mark downs. Pliofilm by the Goodyear 
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Tire & Rubber Co. Handles supplied by Sharp and Blackadar 
Paper Box Manufacturers. 


4. These cellophane bags, in which The Barrett Co. is now packag- 
ing its Polar brand moth balls and flakes, are brilliantly printed in 
reds and blues. The strong colors, with the white product itself as 
a background, make for an effective package on display while, it is 
reported, the cellophane container retains the odor of the Naphthe- 
lene so as to remove objections to handling the product along with 
foodstuffs in the store. Bags by The Dobeckmun Co. 


5. This unique carton, developed for the Forest City Rubber Co. 
for the packaging of first aid material, is designed to simulate a minia- 
ture medicine cabinet. The front face of the carton incorporates a 
transparent window through which the various medical items may 
be seen, while the back panel pictures the contents contained in the 
Sentinel “Medicine Cabinet.’’ Carton by The Dobeckmun Co. 


6. There are often many difficulties to overcome in the marketing of 
ethical products for the prescription of the medical profession. 
Zona Cream, a product of the Zonite Products Corp., is presented in 
Kimble glass vials, selected as unit containers becaus2 it was neces- 
sary to package single applications in such a manner that they could 
be easily and esthetically applied. The vials are utilized in conjunc- 
tion with the Zona Cream patented applicator, the entire ensemble 
being neatly packaged in a set-up box with die-cut platform which 
holds the various items in firm position to offset breakage. 
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7. This strange looking object is a package utilized in Abyssinia 
for the shipment of civet, a product prized in the making of perfume. 
The product is packed in this hollowed-out zebu horn. When the 
horn is filled, the top is covered with a skin and then sewed into cat 
skins which shrink and hold the contents tight for shipment. Civet 
was discovered about 100 years ago in Abyssinia, the product then, 
as now, being packaged in the zebu horn. 


8. United States Products Corp., Ltd., are now packing Signet cock- 
tail cherries in a tumbler sealed with a vapor-vacuum closure. The 
container is shaped as a conventional old fashioned whiskey tumbler 
so that after the cherries have been consumed, the containers make 
a desirable service glass for home as well as bar use. Label design 
is similar to that used for the company’s Signet canned Fruit and fruits 
packaged in glass containers, thus carrying on the family relationship. 
Tumblers by the Hazel-Atlas Glass Co. Closures by the White 
Cap Co. Labels by the Lehmann Printing Co. 


9. It’s not often that a farm implement manufacturer brings out a new 
package, but here we have both a new package and a new product. 
Oliver Raydex points, or plowshares designed on the ‘‘safety razor 
blade” replacement principle, are packaged six to a set in a carton 
that cleverly incorporates the product itself in the design. The 
product name is printed on an outline of an actual blade and price 
is prominently featured on either side. Carton supplied by The 
Hinde & Dauch Paper Co. and designed by Norman Rich and The 
Hinde & Dauch Paper Co. 








10. A triple ice crusher, a product of the Dazey Churn & Manufac- 
turing Co., is presented in a new package which tells a quick story 
about the product. An all-over design is utilized to show ice crushed 
in three sizes, an important feature of the device. Two panels of 
the fibre can bear full color photographic reproductions of the prod- 
uct in use, while a third panel shows the ice crusher itself and the 
fourth panel presents line drawings of various ways in which crushed 
ice may be used. A pull string opening device is utilized. Pack- 
age supplied by the Sefton Fibre Can Co. 


11. A chili sauce with the flavor and body of traditional home- 
made sauce is what the Snider Packing Corp. sought when they de- 
veloped Old Fashioned Country Style chili sauce. The package 
adopted for this product was designed to convey this idea. A 
wrap-around label was utilized for two reasons: first to provide 
enough space to tell the story of the product pictorially and second, 
to distinguish the package from other commercial chili sauce containers. 
Labels by the Stecher-Traung Lithograph Corp. 


12. The Erie Brewing Co. joins those companies who have adopted 
the can for the merchandising of beer. Koehler’s beer is provided 
with an attractively designed container, lithographed in red, white, 
blue and gold. A cap, similar to the type of closure utilized on beer 
bottles, tops the can. Chief advantages claimed for the beer can are 
the reduced breakage, reduced shipping cost and added convenience 
for the consumer since the package requires no deposit and may be 
discarded when empty. Container by the Continental Can Co. 
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DISPLAY ‘SELLS THE DEAL 


Combination display and gift box success- 
fully utilized in promoting Vivani perfumes 





For its Vivani perfume, The Benjamin Ansehl Co. re- 
cently developed an unusually attractive miniature pack- 
age utilizing a small glass vial with a round foil label set 
off-center on the face of the container and with sun- 
burst ribbing extending over the face and centering upon 
the label. Topped with a molded closure and a cord 
tassel, the package made an extremely attractive appear- 
ance and one which made it particularly desirable to in- 
sure that the product would be adequately displayed so 
that the consumer might examine the package closely. 

To this end, a handsome carved wood vanity box was 
developed, designed to hold four dozen perfume bottles 
and to carry these bottles in shipment from the Ansehl 
company plant. Upon arrival at the dealer's counter, 
the platform base of the box is raised so as to permit full 
display of the containers arranged in rows and with the 
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deep carved gift box base serving as a pedestal. The lid 
of the vanity box is mirror-lined and thus further serves 
to attract attention to the massed display of the product. 

Having served its function as a merchandise display, 
the vanity has not outlived its usefulness. Suggestion is 
made to the dealer that it either be sold at a price approxi- 
mating $2.50 or that it be awarded as a gift to one of the 
perfume purchasers. 

The use of the gift container is reported to have sub- 
stantially increased the quantity of merchandise stocked 
by dealers and the speed of movement of this merchandise 
into consumers’ hands. 

Credit: Bottles designed and manufactured by Carr- 
Lowrey Glass Co. Closures by Victor Metal Products 
Corp. Carved wooden vanity by Merchants Box Co. 
Labels by American Gold Label Co. 


The Vivani vanity case is here shown 
in both closed and open position. 
The use of an attractive and re-usable 
premium of this sort as a display is 
perhaps unique, although both premi- 
ums and displays have frequently 
been supplied to dealers as part of a 
merchandise deal. Note the efec- 
tiveness of the mirror set within the 
box top in attracting attention to the 
massed rows of perfume containers. 
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1. The individual gift container 
is here shown closed, ready for 
shipment. Note how exactly the 
box top simulates a conventional 
mortar board. 2. With the top 
inverted, the box becomes a minia- 
ture display suitable for counter 
or window use. 3. A giant red 
graduate’s hat forms the central 
portion of the window display and 
provides a startling background 
for the individual gift containers. 


GRADUATION GIFT 
1939 STIFLE 


Most jewelry is purchased by the retailer on the basis of 
style and price alone. Yet, within the last few weeks, 
the Ostby & Barton Co. has taken and filled orders for 
a tremendous quantity of graduation jewelry solely on 
the basis of the presentation of a novel packaging and 
display idea. 

That idea embodied what appears to be an obvious tie- 
up between the mortar board, which symbolizes college 
graduation, and the graduation ring. But obvious or 
not, the idea is one which has been seldom, if ever, 
utilized in this field and which, in this instance, has been 
used with such attention to detail as to prove so attrac- 
tive to dealers as to lead them almost to the point of for- 
getting to question the style or type of the jewelry itself. 

Starting with the individual gift box, we find a foil 
covered oval base in which space is provided for both 
ring and a scroll designed to be inscribed with the giver’s 
and the recipient’s names. Surmounted on this base is a 
black box top exactly simulating the graduate’s mortar 
board even down to the long silk tassel which serves as a 
handle. By inverting this top and placing the base into 
the crown of the mortar board, the unit may be converted 
into a miniature one-ring display. 

For window display purposes, a large mortar board has 
been created, covered with deep red velour and having a 
bright gold tassel. This serves as a pedestal for a half 
dozen or so of the small display units and is used in con- 
junction with a silkscreen display card bearing cut-out 
figures of a girl and boy graduate and is inscribed with 
the name of the individual store presenting the display. 
Thus the graduation theme is carried out through every 
element of the package and display presentation. 

Credit: Individual gift boxes by Young Brothers. 
Large mortar board display by Crafts, Inc. Silkscreen 
cut-out by New Art Display Co. 
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1 HESE popular beauty prepa- available in a wide range of stand- 
5 rations by Charles of the Ritz — ard designs and colors, or may be 
a are packaged to catch the eye and molded to your specifications. Their 
r clinch the sale. And the lustrous, soft, velvety texture is most pleasing 
a carefully molded Armstrong’s Art- to the touch of feminine fingers. In 
) mold Caps and Jar Covers that seal addition, Armstrong’s Artmold Caps 
| each container are important fac- give your product maximum protec- 

tors in the selling scheme. In both tion against leakage or evaporation. 

5 decoration and dependable protec- Give your product the eye-appeal 
a tion for the contents of the contain- and air of quality that Artmold 
f ers, Artmold Caps measure up to the Caps provide. For full information, 
" standards of progressive packaging. samples, and prices, write Arm- 
t Striking effects can be obtained strong Cork Co., Glass and 
1 with Armstrong’s Artmold Caps in Closure Division, 916 Arch 

i special or stock designs. They are Street, Lancaster, Pa. 
y ; 

| Arms y 
ARTMOLD CAPS 












We will be glad to send 
you a reprint of this illustration 
(without advertising) upon request. 
Please mention this publication. 


IT’S THE 


@ This is Fair Year! New York and San 
Francisco will cater to millions. Owens- 
Illinois is proud of its exhibits at both. 
Illustrated at the left is the Glass Center— 
the Fair home of Owens-Illinois. Here you 
can see miracles worked in glass before 





your own eyes. Be sure to visit us. The 
main illustration shows another exhibit— 
The Libbey Building at the World’s | 
Columbian Exposition at Chicago in 1893. | 
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L @ Whether it’s Beauty on the Boulevard or your package 


on a shelf—it’s the fair, the bright, modern and attractive 
that fare the best. 

And when it comes to attractiveness in a package, 
there’s nothing that compares in eye appeal with Glass. 
Here is a thoroughly adaptable packaging material that 
in its final form has undergone tremendous improvements. 


OWENS-ILLINOIS 
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THAT FARE THE BEST 


Shipping weights have been drastically reduced...strength | 
has been increased, and modern design makes the most | 


of the sparkling display appeal of Glass. 

There’s profit in a modern salespackage—a story that 
any Owens-Illinois representative will be glad to give you 
in detail. He is backed by broad experience and a group 
of packaging experts who have worked modern miracles 
with glass containers. Talk to the O-I Representative. 
No obligation is implied or entailed. Owens-Illinois Glass 
Company, Toledo, Ohio. 


“FIRST IN GLASS” 
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WINE 


SILANE 


TOBACCO 


Three-color Rand McNally maps, cut down to necessary size, form the wraps for these new packages 
for the new product Wine Shag. The slogan ‘‘Folks Everywhere Like It’ ties in cleverly with the 
design motif which, in turn, cleverly achieves an expensive looking package at a comparatively low cost. 


"FOLKS EVERYWHERE LIKE IT” 


is the slogan adopted for Wild Honey Tobacco Company's 
new Wine Shag tobacco presented in a map-wrapped package 





There was a time when pretty girls, dogs, historic scenes 
and characters were considered the best of all possible 
designs for cigar and pipe tobacco packages. What the 
industry called a good package then is not what modern 
marketing men now agree as being good. Ornate and 
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Silk covered, rubberlined pouches with thethree-colormaputilized for 
the paper bands form an ingenious container for Wine Shag. Folding 
cartons both transport and display the product. An easeled card with 
package attached may be hung on the wall or placed on the counter. 
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rococo, the old-time packages, dripping with gold, roses 
and cherubs, have been, in many instances, discarded in 
favor of simple, well planned, well designed packages. 
A package on its own is, of course, only a minor item 
compared with advertising, distribution facilities and 
the company responsible for the product. But, never- 
theless, it is the package which the consumer has in his 
mind’s eye when he shoves his money over the counter. 

The Wild Honey Tobacco Co., makers of Wild Honey 
smoking tobacco, realized the importance of a pleasing 
package and likewise was aware of the fact that an in- 
dustry confronted with cigarette competition would only 
be replenished, to some degree, by a product which 
would be so presented as to attract new and young con- 
sumers. The Wild Honey blend, on the market for some 
time and well received, was of a comparatively high 
price and it was felt that a less expensive tobacco mix- 
ture properly merchandised would find a wide market. 
Thus a new pipe mixture was developed and was called 
Wine Shag. 

The company had carefully cultivated a market for its 
old standby, Wild Honey, by the utilization of marketing 
maps which compare the relative (Continued on page 102) 
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PACKAGING, TOO, HAS 


HAD A MISSING STEP 












CERTIFIED FABRICATION FILLS IT! 


THERE’S been a “‘no man’s land” in the production 
of corrugated shipping cases — the lack of real con- 
trol of the fabricating processes. But now fabrication 
is an open book—thanks to Container Corpora- 
tion’s new method of CERTIFIED FABRICATION, 
which introduces laboratory supervision of fabri- 
cating processes. The hidden values of fabrication 


are measured; new standards, new tests, new controls 


permit uniform results; make it possible to obtain 
the highest strength factors for every material. 

Many shippers find CERTIFIED FABRICATION 
produces shipping cases that save them money — 
because this method makes possible higher and 
more uniform values for standard materials —no 
need for overwide “‘safety-margins.” Get the whole 


story from our representative. 


CONTAINER CORPORATION OF AMERICA 


Folding Cartons © Corrugated and Solid Fibre Shipping Cases © Boxboards 


GENERAL OFFICES: 111 WEST WASHINGTON STREET, CHICAGO, 


New York © Rochester °* 


Baltimore ¢ Louisville * Peoria * Indianapolis * Wabash « 


Philadelphia ¢ Pittsburgh ¢ Cincinnati * Cleveland ¢ Detroit 


Anderson, Ind. « 


ILLINOIS 


Minneapolis 
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Lately hatched in the domestic science department of the 
Kellogg Co. was a new package for the company’s All- 
Bran. It all started because of numerous requests from 
consumers for recipes which might be conveniently cut 
out and saved for future use. The old package did carry 
recipes, but these were printed on the side panel and were 
not of a size suitable for easy filing in standard size 
kitchen files. Housewives, forgetting to copy the recipes 
for future reference, would find themselves without the 
means of making the muffins, biscuits or waffles they de- 
sired and hence the host of requests received by the 
Kellogg organization. 

The new carton devotes the entire back panel to two 
recipes which are, of course, changed at intervals. The 
recipes, printed on standard size file cards, are legible and 
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Note the cleaner and more legible appear- 
ance of the new carton, below, as con- 
trasted with the old Kellogg's All-Bran 
container. The standard file size 
cards, easily detached along perforated 
lines, incorporated on the back panel 
of the new carton, meet consumer de- 
mands for recipes so printed as to per- 
mit filing away for future reference. 


FILLING CONSUMER DEMANDS 


By popular request, the Kellogg Co. redesign their All- 
Bran package in order to include detachable recipe cards 


easily detached since the edges are perforated. The per- 
forated sections contain instructions for making a given 
food product and a picture of the product. Also in- 
cluded on the cards is the Kellogg trade mark and name. 

The general design of this latest package for All-Bran 
is the result of a process of evolution. Through the 
years, excess printing and illustration have been dropped 
in favor of simplicity of layout for a cleaner and more 
easily read package. The old package, as contrasted to 
the new, was literally buried under print and unappetiz- 
ing illustrations of what All-Bran would look like when 
made up into muffins or when used as a cereal. The old- 
type carton was one which was utilized back in 1932. 
The newer container, with its minimum of copy on the 
front face of the carton and with (Continued on page 102) 
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DISPLAY BY 
LETTERLITE COMPANY 
CHICAGO 







WHEREVER 


ARE USED - 





From coast to coast, Lamiluxe jumbo replicas make ‘‘stand-outs” of all package displays. 





Because Lamiluxe is a new and economical translucent ‘‘pergamyn” product, printers and 


=: 


lithographers can process it just like paper—and you have to pay only paper printing and converting 
costs. Spoilage, breakage and high transportation costs associated with more fragile and heavier 
materials are eliminated. Economy-minded display creators are using Lamiluxe for an endless variety 


of replica as also background display effects formerly only associated with expensive materials. 


A translucent paper-product that prints, lithographs, 


stencils and in every way adapts itself to display usage. 


PRODUCT OF RHINELANDER PAPER COMPANY, MILLS AT RHINELANDER, WISCONSIN 


Chicago New York Los Angeles 
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Left: The weight of the Tip Flo bottle causes it to return to upright position when not 
in use. Right: The draftsman simply places the prongs of his pen over the rubber nozzle 


and draws the bottle forward and downward to secure exactly the right amount of ink. 


“FUNCTIONAL” INK BOTTLE 





endears Tip Flo lettering ink 
to busy artists and draftsmen 





Architects, artists and others using two-pronged ruling 
pens form a large portion of the consumers for a water- 
proof drawing ink. And many a draftsman has ex- 
perienced extreme difficulty in filling his pen with the 
proper amount of ink when using the customary pointed 
quill attached to the closure of standard bottles for this 
type of product. 

To overcome this difficulty, the M. Grumbacher Co. 
has devised a new container for its Tip Flo ink which 
justifies the name given to the product and eliminates 
many of the time-wasting and trouble-making difficulties 
formerly experienced. 

The ink bottle is hinged on a small stand so that it 
swings backward and forward easily, its low center of 
gravity making certain that it will always return to up- 
right position when released. The top of the bottle is 
equipped with a rubber stopper from which protrudes a 
quill-like device similar to the pen fillers usually at- 
tached to the corks of drawing ink bottles. This rubber 
quill is equipped with a tack-like metal closure which 
enters into and effectively seals the rubber ink channel 
when the bottle is not in use. 


56 MODERN PACKAGING 








With the new container, the draftsman can fill his pen 
using only one hand and by simply placing the blades of 
the ruling pen over the nozzle of the dispenser and tip- 
ping the carriage forward on its swinging ‘‘hinge.’’ He 
may obtain as much as or little ink as he requires by 
exerting a slight brush backward on the nozzle, thus 
compressing the bulb of the rubber closure. The small 
opening in the nozzle, it is claimed, prevents evaporation 
of the ink and the frequent tilting of the bottle pre- 
vents settling of sediment and consequent spoilage of a 
portion of the product. 

The metal stand upon which the bottle is hinged con- 
sists of a single die-stamped sheet, the center of which 
forms the base of the stand and the ends of which are 
bent upward to form its side walls. These ends are so 
cut as to provide a platform for the draftsman’s pen when 
not in use. Utilizing the black color of the product it- 
self as a background, the company has wisely chosen a 
white decalcomania label which presents trade mark and 
supplier information, in prominent position, to the bottle 
user. Thus the container serves a long and useful life 
as a constant self advertisement. 















ANY COLOR 
ALL SIZES. 


YE compelling Color of rare 
beauty ... from snow white 

to vermilion... distinguishes 
Heekin Lithographed Cans. We 
grind our own basic colors... 
blend them perfectly to match 
even the most delicate shades. 
Regardless the quantity or size 
of container each will be a true 
replica of the original. There is 
no limitation of our facilities 
to serve you efficiently and 
promptly. May we call on you? 








” Pile C/N 
r Enamel melds : THE HEEKIN CAN CO. 
SS Cincinnati, Ohio 





WITH HARMONIZED COLORS 




















by C. W. BROWNE* 


Rerrinted here is the text of an address delivered by Mr. Browne 
before the Consumers’ Conference of Cincinnati. Based upon a 
survey of various groups of consumers, Mr. Browne's study presented 
an extremely interesting view of the confusion which exists among 
consumers as to just what information they desire to find on package 
labels. Comments of other researches in the same field will be 
welcomed by both Modern Packaging and the author. 


What is a label? What is it supposed to do? What does 
the consumer want it to do? What does the packer or 
canner want it todo? What does the Government want 
it to do? Those are the questions I shall attempt to 
answer; and if I shed even a little light on the subject, 
your time will not be wasted. 

The first one is easy: ‘‘What is a label?’’ According 


* Manager of marketing service, The United States Printing and Lithograph Co 


LABELS—THEIR TRUE FUNCTION 


A survey discloses that not all women want 
the same information on package labels 


to the new Food and Drug Law (I’m quoting), ‘The 
term ‘label’ means a display of written, printed, or 
graphic matter upon the immediate container of any 
article; and a requirement made by or under authority of 
this Act that any word, statement, or other information 
appear on the label shall not be considered to be complied 
with unless such word, statement, or other information 
also appears on the outside container or wrapper, if any 
there be, of the retail package of such article, or is easily 
legible through the outside container or wrapper.”’ 
And the law further states that “‘the term ‘labeling’ 
means all labels and other written, printed, or graphic 
matter (1) upon any article or any of its containers or 
wrappers or (2) accompanying such article.”’ 

That is very definite and very inclusive. As it applies 
to canned foods, it means anything (Continued on page 114) 
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RELATIVE GROUP | 
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GROUP III COMBINED TOTALS OF 
(HOME ECON. TEACHERS) THE THREE GROUPS 
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TWO WAYS YOUR SHIPPING 
BOX CAN MOVE MERCHANDISE 


Do you know your shipping box can become a master 
salesman? With a staff of creative artists, designers and 
engineers, H & D offers you a shipping box that protects 
your product in transit, advertises it throughout distribu- 
tion, displays it in the retail store, attracts attention, 
increases sales. Yes, it’s a big order for a shipping box, but 
Send for FREE Portfolio hundreds of manufacturers are receiving these services 


You'll get plenty of ideas from “IDEAS very d B P . 
os: Gideecieed Meats Maan ie every day. Better investigate. Ask for free booklet. 


scribes notable successes in the field THE HINDE & DAUCH PAPER COMPANY 
of packaging. Free for the asking. 3914 Decatur Street, Sandusky, Ohio 


Factories in Principal Cities 


HINDE & DAUCH 



























SHIPPING BOXES 
MOVE MERCHANDISE 
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[ and consumer organizations would undoubtedly exert 
House Passes Lea Amendment | suitable pressure against the passage of such a bill—the 
At the time of going to press, the House of Representatives | fact remains that there are but two months before the 
had just approved the Lea Amendment postponing the effec- | June 25th deadline and ‘‘the wheels of the gods and Con- 
tive date of the label and color provisions of the Food, gress drive slowly.’’ Other problems before Congress 
Drug and Cosmetic fe . hn ¥¢ Wee. sp end might be considered by the legislatures as of a far more 
eee The pores sali pressing nature and the Lea bill may therefore suffer an 
greater detail below. | untimely death. 

Nonetheless, manufacturers may look forward to a 

ei somewhat more lenient attitude than might have been 

anticipated from the statements of administrative ofh- 

























































F.D.C.A. Deadline Extensions cials some months ago. Assuming that no legislative 
In the April issue of Modern Packaging, appeared the postponement or administrative postponing order will 
statement of W. G. Campbell, chief of the Food and be issued, those manufacturers who have made a sub- 
Drug Administration, advising manufacturers that no stantial effort to achieve compliance and fallen some- 
extension by administrative action of the June 25th what short of full compliance by the time June 25th rolls 
effective date of the majority of the provisions of the around may hope for at least a ‘‘cooperative leniency” 
new Food, Drug and Cosmetic Act might be expected. on the part of the harassed Food, Drug and Cosmetic 
Since that time, possibility of a change, either by ad- Administration. 
ministrative or legislative action, has increased. The Recent surveys indicate that the vast majority of all 
Food and Drug Administration has announced that it manufacturers are now on the home stretch in completing 
will take ‘‘judicial notice’ of the practical difficulties in label changes and those who have made serious efforts 
the way of complete compliance with labeling and pack- to comply with the law would hardly be the ones whom 
aging provisions of the Act prior to June 25th. The Ad- the Administration would select as the victims for any 
ministration proposed to make allowances for a neces- “punitive demonstrations’’ if such, indeed, are con- 
sary period of transition after that date before taking templated at all. 


action against products which may technically violate 
the law in respect to their labeling. 


On April 6th, Representative Clarence F. Lea, of Cali- Suggested Form of Can Labels 


fornia, chairman of the House Committee on Interstate The National Canners Assn. has distributed suggested 
and Foreign Commerce, introduced House Resolution label layouts as a guide for manufacturers seeking to 
5630 which would extend the effective date of the labeling comply with the many provisions of the new food act. 
and coal-tar color provisions from the present scheduled The three typical label arrangements here reproduced 
date of June 25th, for a period of six months, to January 1, were prepared after consultation with officials of the 
1940. Secretary of Agriculture Henry A. Wallace ex- Food and Drug Administration and, in the belief of the 
pressed opposition to the Lea proposal. It is the De- National Canners Assn., labels designed along these 
partment’s opinion, as expressed by Secretary Wallace, lines will be acceptable to those in charge of enforcement 
that the transition period can be negotiated without of the new food law. ' 
harm to industry without resort to legislation. “The use of these arrangements,’’ the Association 

At the time of going to press, the entire situation is up states, ‘‘is not obligatory, nor are these the only arrange- 
in the air and manufacturers have no assurance that any ments that will be acceptable. They do, however, 
legislative postponement can pass through the compli- furnish concrete suggestions and provide a basis upon 
cated legislative machine and be enacted into law. Be- which it should be possible to develop a desirable stand- 
yond any consideration of whether a majority of Con- ardization in labels, which at the same time offers a con- 
gress would be willing to enact such a postponement— siderable degree of flexibility. (Continued on page 104) 
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EXECUTIVE & SALES OFFICES 
122 EAST 42"°ST, NEW YORK WORKS 
TELEPHONE FREDERICKSBURG, VA 
ASHLAND 4-5432 








a Industrial Corporation 


New York City 

























CABLE ADORESS SYLVANIA,NEW YORK 


To our Customers: 


On April 5th we celebrated the tenth 
anniversary of the founding of Sylvania. It is with 
a feeling of gratitude, not entirely exempt of pride, 
that we look back to the growth of our organization 
and business during these past ten years and the 
development of our cellophanes and other products 
which we have contributed to the industry. 


We are, however, most particularly 
grateful to our customers, to whose loyalty we owe our 
success in the first place, and whose friendship we so 
deeply appreciate and continuously strive to deserve. 


The New York World's Fair will be opened 
to the public on April 50th. We extend to members of 
your organization visiting the Fair this summer a sincere 
invitation to call at our office so that our members may 
become more personally acquainted with you. We also 
invite you to avail yourselves freely of the recently 
enlarged facilities of our New York offices while here. 


Looking forward to seeing you, we remain, 


Sincerely yours, 


SYLVANIA INDUSTRIAL CORPORATION 


1930 





MAY 1939 


































Above: The Arden Farm Store, a restored building 
of colonial old Salem, is the modern counterpart 
of this old city’s historic Community Store of 
1856. Here community products and novelties are 
sold to Winston-Salem visitors. Left: A new 
package from the old South which incorporates nov- 
elty and re-use values. Etched, re-usable glass 
tumblers, with closures hand-painted in full color to 
identify the fruit jams and jellies, are nested 
in shredded cellulose within a walnut box which 
may be used as a container for cigars, trinkets, 
etc., after the contents have been removed. 


IFT PACKAGE FROM THE SOUTH 


Table delicacies handsomely packaged in crystal etched glasses 
sealed with hand-painted tops, the whole packed in a walnut box 


From the South comes a new package for preserves, jams 
and jellies that combines eye appeal and utility in a rather 
unique way. The package was conceived by the Arden 
Farm Store of Winston-Salem, N. C., and is designed to 
serve as a combination gift package and souvenir of 
historic Winston-Salem, a city representative of the old 
South and a mecca for American tourists. 

The wooden container, in a natural walnut finish, not 
only serves to transport and display the delicacies, but 
likewise finds obvious re-use possibilities in the home 
after the products have been removed. The outer surface 
of the container bears no labels or inscriptions to mar its 
rich appearance. A foil label, printed in black, green 
and silver, is found on the inner surface of the lid to 
identify the product. The walnut box is furnished with 
a felted base so that it can be placed on the dressing table 


when utilized for trinkets or jewelry or on the desk when 
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utilized as a handy humidor for cigars or cigarettes with- 
out scratching or scarring the furniture. 

In this container, known as the ‘‘De Luxe’’ box, are 
found six varieties of jams and preserves, each packed in 
thin crystal etched glasses that are suitable for table use. 
The 5-0z. glasses are topped with vacuum caps with 
tear-off tabs. The closures are lacquered in white and 
are hand-painted with full color reproductions of the 
fruit each glass contains. Thus, as the tumblers nest in 
the shredded cellulose packing within the container, the 
tops of the closures may be readily seen to quickly iden- 
tify the particular types of jams and jellies packed in the 
gift container. 

The entire ensemble, wooden container and glasses, is 
designed to perform another function through its quality 
appearance in that it was planned to represent the aristo- 


cratic elegance of old Salem. (Continued on page 98) 
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JUST TO GIVE YOU 
AN IDEA OF — MANY USES FOR 


Ridgelo 


MERCHANDISE CARDS 


These colorful little cards to which are attached many small products have 


































become important promotion fixtures for nationally advertised articles. 
Strength of fold helps them to stand the gaff when small tabs or metal 
staples are used. A smooth printing surface makes them clean and attrac- 


tive therefore worth specifying on low-cost Ridgelo Clay Coated boxboard. 


BAKED GOODS CARTONS 


The recent adoption for fresh baked products of the principle of moisture- 
proof as well as greaseproof packaging has made these foods most attrac- 
tive. Ridgelo offers a protective material for such cartons consisting of a 
greaseproof paper laminated with a heavy coat of moisture-resistant adhe- 


sive to a carton board. Rolls, cakes, doughnuts, stay fresh much longer now. 


DISPLAY MATERIALS 


Increasing is the demand for unique window and store display materials. 
Here is one of the newest adaptations obtained by applying a special, 
bright Ridgelo Clay Coated cardboard in fluted form to a strong back. 
This article needs extra high lustre, light-fastness and flexibility. Ridgelo 


experience helps make this product successful in a variety of bright colors. 


FOLDERS FOR TIES, BELTS, NOVELTIES... 


Many articles need a tough, attractive folder to identify the brand, 
give instructions for care, describe features — what not! These folding 
tags are often of a special new grade developed by Ridgelo. Thin, rug- 
ged, finished with a beautiful metallic coating or a distinctive color, they 


are becoming a practical necessity for building sales of quality merchandise. 





Perhaps your type of product isn’t mentioned here but we can make packaging cardboard that 


| will fill your requirement specifically. Our laboratory and selling service are at your disposal. 


LEADING SUPPLIERS TO INDEPENDENT CONVERTERS 





MADE AT RIDGEFIELD, N. J. BY LOWE PAPER COMPANY 


Representatives: E. C. Collins, Baltimore « Bradner Smith and Company and Mac Sim Bar Paper Company, Chicago 


H. B. Royce, Detroit + Blake, Moffit & Towne and Zellerbach Paper Company, Pacific Coast « A. E. Kellogg, St. Louis 


Engineered Dispenser 







Blade maker and designer combine 


their efforts to convert a good idea 


ec organ 


into a practical sales building package 





jwiarms 


SLIDING BLADE PACK 


LADES 






1. The Williams dispensing carton 
shown in use. Note how thumb action 
expels the blade. 2. Knock-down 
view of the dispensing carton showing 
the simplicity of the mechanism. 

single piece of die-cut and folded 
cartonboard plus a single rubber band 
form the entire interior ‘‘works.”” 





Package redesign is usually thought of as a matter of im- 
provement of appearance, addition of display values or 
general modernization. Frequently, however, redesign 
requires of the designer inventiveness and mechanical 
ingenuity. This is particularly true in the case of dis- 
pensing packages which are primarily mechanical devices 
or little machines. An outstanding instance of this 
sort is the group of packages, recently developed for 
several razor blade makers, all utilizing a single basic 
patented dispensing principle. 

The original package in this group was a molded dis- 
pensing case distributed as a premium to induce larger 
quantity unit purchases. The designer was here called 
in to redesign the case for lighter weight, greater con- 
venience in use and, if possible, lower costs. Contrasted 
with the old, the new design provides a weight reduction 
of approximately 30 per cent through the use of tenite. 
The feeling of bulk was replaced by a design that sug- 
gests lightness and thus removed the possibility of the 
consumer conceiving the package to be far more expen- 
sive than was actually the case. This was deemed desir- 
able in order to emphasize that the main item being pur- 
chased was the group of blades and that quality was not 
skimped to permit the inclusion of an expensive premium. 

3. The Williams dispenser in assembled form. Note how one The new design, furthermore, provides greater visibility 
end of the box is cut back to permit ejection of new blades for the blade wrapper and thus aids in establishing the 
while the other end has a slot to permit insertion of used blades i 

into the used blade receptacle. 4. Old and new molded brand name as a fact or governing consumer re-purchase. 
blade dispensers. Note how the new dispenser is of far lighter Another advantage of the new molded container was 
construction, permits an estimate of the number of blades remaining ‘ : x : f : es . a 
for use and permits ejection of the blades in both directions. found in the fact that it permitted (Continued on page 104) 
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There comes a time .. . at the retailers... when your label takes on the full burden of selling your 

product. That's where CAMEO labels have been performing nobly for years .. . in foods, drugs, 
, ’ 

specialties, cosmetics, they re born salesmen... they re designed and groomed to please and attract. 


For guaranteed quality and moderate costs in your embossed labels and seals, consult CAMEO. 


Die €5 Label Co. 


154 W I4th ftreet 
New York, 














Cartons and cans of varying sizes and or a wide range of products 
are brought into strong family resemblance in the new Laux design. 


INDUSTRIAL FAMILY REDESIGN 


I. F. Laucks, Inc., makers of an extensive line of building 


specialties, have recently introduced a complete redesign 
of their wall products line, backed by the largest adver- 


tising campaign in the firm's history to present, to a 


nationwide dealership, the new packages and package 
promotional plans. The redesign program, conducted 


Even the instruction folders and color cards which pair off 
with this line have been dramatically modernized, as attested 
in this interesting “‘before and after."’ In particular, note 
how the trade mark has been changed from a ‘‘sleepy old man” 
to a sleek youngster who depicts aggressive modernity. 
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Laux laboratory painters’ products now capitalize upon 
recognition value of uniform color and design scheme 


under the direction of Advertising Manager George 
Pampel and carried out by Designer Roy Terry, had as its 
major purpose the bringing of order to a line which had 
grown over a long period of years. 

The 20-odd members of the wall products line had not 
been placed upon the market at the same time. Instead, 
as research and testing were carried on continuously, 
new products were “‘born’’ and each was christened, 
packaged and sent to join the growing Laux family on 
the dealer’s display shelf. Thus the later, modernized 
packages for recently developed products bore little re- 
semblance to the pioneers of the line and art work, color 
and boxboard or label papers varied throughout the 
range of products. 

The first step in redesign involved a revision of the 
company’s trade mark. The former trade mark presented 
the figure of a painter which can best be described as a 
“tired old man”’ lazily plying a paint brush. The mod- 
ernized trade symbol is a thing of life and action—the 
artist's means of expressing the modern speed, the ease 
and economy claimed to be found in the application of 
products sold under the Laux label. This figure, placed 
immediately above the word ‘‘Laux,’’ occupies a most 
prominent position on every (Continued on page 76) 
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An Open and Shut Case for Faster Sales | 


THYHESE film cartons and cameras 
#® are in full view of every customer, 
but they cannot be soiled or damaged 
by casual handling. Through the 
Eastman Acetate Sheet that forms the 
front, every detail is readily visible. . . 
these items actually have increased 
eye-appeal. The result is a counter 
dispenser that has all the selling ad- 
vantages of an open display, yet gives 


KODAKS | 
395 uP 





rt : 
20 | 
| 
naoan 
| ana ramet 
; reas 


) 





oxygen | "EUS: 


praze | PE 828 


full protection to the merchandise. 
Used for counter displays or for pack- 
aging, Kastman Acetate Sheet shows 
any product to the best advantage. 
It is crystal clear. ..can be molded, 
drawn, folded, or cemented. . .takes 
printing inks without wrinkling. 
This tough, durable material does not 
crack or shatter. It combines easily 
with other packaging materials. . . 


@ Seen through Eastman 
Acetate Sheet, every detail 


of the film cartons and cam- 
eras in this display dispen- 
ser is clear and distinct... 
each item has new eye- 
appeal. For this application, 
Eastman Acetate Sheet was 
simply curved to fit the wood 
frame of the dispenser. 








alone, it can be made into eye-catch- 
ing packages that sell as they show. 
In considering the design of your 
next package or display, it will pay 
you to give Eastman Acetate Sheet a 
practical test. For generous working 
samples, and detailed technical infor- 
mation, write to Eastman Kodak 
Company, Chemical Sales Division, 


Rochester, N. Y. 


When you are at the New York World's Fair, be sure to visit the Kodak Building— “the greatest photographic show on earth” 


EASTMAN ACETATE SHEET Appeals « Displays « Sells 
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FINSON-FREEMAN and 
JOHNSON & JOHNSON 


 JOHNSON'S 
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"POWDER 
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SOAP...O01L...CREAM 


FIRST AWARD 
1938 All-America Packaging Competition 


LONG ISLAND CITY 
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BABY POWDER. 


EINSON-FREEMAN CO., INC. 


Leaders ce DISPLAY LITHOGRAPHY Ze 35 years 


NEW YORK 


History (and honors) not only repeat, but 
again double themselves. 

Two years ago the Johnson’s Baby 
Powder motion and light display carried 
off first honors in both the All-America 
and Babson Institute Competitions. 

This year, one Johnson’s Baby Powder 
display received a first award in the All- 
America Competition* and now another 
is selected by the Babson Jury as one of 
the four outstanding displays in the Fifth 
National Babson Institute Window and 
Store Display Competition. 

This outstanding record is the result of 
years of harmonious and intelligent col- 
laboration between advertiser, agent and 
lithographer—of a pooling of experience, 
vision and imagination which can hardly 
fail to produce a notable result. 

We'll be glad to explain how Einson- 
Freeman specialization can contribute to 
produce such exceptional results. 


* One of the SEVEN Einson-Freeman displays 
awarded honors in the All-America Competition. 


FIRST AWARD 
1937 All-America and 
Babson Competitions 
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TELEPHONE: 
IRonsives 6-8900 
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Seagram’s “Standard of Dealer Practices’ is featured on an illuminated 
signboard to carry into the window a theme likewise featured in national ad- 


bination of hand-colored papier-mache figures with a lithographed background. 


DISPLAY 
















Above: Life-like effect is achieved by Calvert through the com- 















Liquor advertisers, since repeal, have managed to tread 
a difficult maze of national and local restrictions and 
taboos regarding the proprieties of advertising for alco- 
holic products, without sacrificing the eye appeal, spriteli- 
ness and sincerity that are essential to sound, interesting 
advertising. This trend has been as noticeable in point 
of sale displays as in publication advertising and is rap- 
idly displacing the tendency to utilize displays that were 
little more than mere product pictures. Within the last 
t month two outstanding examples of fine liquor display 
work have reached dealer windows. Differing widely 
from each other, they have in common this one element 
of reliance upon thought provoking, spritely advertising 
ideas. Both, in fact, represent extensions of current ad- 
vertising campaigns into terms of display presentation. 

One display, sponsored by the Seagram Distillers Corp., 
seeks to maintain public goodwill by pointing out to the 
public that owners of taverns and package stores are 
keenly aware of the necessity of maintaining high stand- 
ards of conduct. Using a frame and cross-bar device, 
similar to the signs used by old time roadside taverns, 
this unit presents an illuminated listing of nine points 
of conduct upon which the dealer lays his claim to com- 
munity goodwill. The sign itself is set against a land- 
scape scene showing a suburban community merging into 
the taller buildings of a city. Lights flickering on and 


ays 
on. 
































off in the windows of the homes complete the illusion 
of a community at night. Only producer advertising is 
the slogan set at the base of the display reading ‘‘Good- 
will campaign sponsored by the House of Seagram.”’ 
The use of illumination of both the signboard and the 
display background—and the very nature of the back- 
ground scenery—are calculated to achieve added circula- 
tion for the message since some dealers are reported to 
be utilizing the unit on an all-night basis as a night light 
for their stores after the regular window lights have been 
shut down. 
Contrasting sharply with this unit, but likewise tied- 
in closely with current publication advertising, is the 
spring display of the Calvert Distillers Corp., utilizing 
lithography for principal and side panels in conventional 
manner, but combining this with startling, three dimen- 
sional effects achieved by the use of hand colored, molded 
papier-maché robins as the central feature and theme of 
the unit. The effort to achieve life-like appearance for 
these harbingers of spring extends even to the point of 
using glass eyes for the happy birds. To extend display 
life, the central panel is so built that the upper portion 
may be removed and preserved for use as a top shelf or 
back bar display. 
Credit: Seagram’s display by Kindred, MacLean & 
Co., Inc. Calvert's display by Spurgeon Tucker. 
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Left: Front view of the Showblott Jr. 
tion by preventing handling soilage. 
visible. 





Note glass window, permitting customer view of product selec- 
Right: Seen from the rear, the five shelves of the cabinet are clearly 
Note how shelves are deliberately shortened to permit easy handling of the unwieldy blotters. 


FIXTURE OR DISPLAY? 


Stationers have always shown a keen appreciation of dis- 
play and packaging values, perhaps because the very ma- 
terial which constitutes their principal item of sale— 
paper in all its varieties—is one of the principal materials 
of packaging. Nonetheless, one major stationery item 
has, from time immemorial, seemed to defy any attempt 
to provide adequate stock handling procedure, adequate 
display or adequate packaging. 

All the greater, therefore, is the achievement of The 
Wrenn Paper Co. in providing dealers with desk blotter 
display cabinets which seem to solve every one of the 
merchandising and display problems which these large 
and unwieldy materials formerly presented. 

Under the name of Showblott, the company several 
years ago developed a large metal filing cabinet standing 
erect on the floor and so designed as to hold a complete 
assortment of 19 in. by 24 in. sheets of blotting paper in 
a full range of colors. This cabinet, a permanent display 
fixture of essentially substantial construction, was sold 
to dealers stocked with a full range of blotting papers. 
Each Showblott thus starts its career as the basic ship- 
ping container for the papers and continues it, upon 
arrival at the dealers and for many years thereafter, as a 
storage cabinet. The introduction of a glass front panel, 
permitting a view of the rainbow-like range of blotters 
on the cabinet shelves, provides for the display function 
and the slanting counter top of the sturdy metal fixture is 
likewise utilized for the display of both blotters and the 
Wrenn Paper Company's name and trade mark. 

While this cabinet met with what the company con- 
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Showblott units of Wrenn Paper Co. are on bor- 
derline but effective no matter what you call them 


sidered to be a remarkable degree of success, having been 
adopted by a very large proportion of the larger dealers 
in the field, ic was felt that a need existed for a smaller, 
less expensive type of fixture requiring a smaller assort- 
ment of blotters and capable of assuming a position on 
existing counter fixtures without requiring its own seg- 
ment of floor space. 

To this end, a new fixture, Showblott Jr., was recently 
developed and since its introduction is reported to have 
measured up to the record of its larger predecessor in 
terms of dealer acceptance, achieving the particularly de- 


sired end of adequately present- (Continued on page 77) 


For larger stores, 
a floor type cabinet 
is provided utilizing 
the same window dis- 
play principle but 
incorporating —_lock- 
ing metal rear doors 
to provide dust-proof, 
theft-proof security. 
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Advertising copy writers—a phrase that must of neces- 
sity include display designers—have for many years 
studied the problems relating to the use of humor in ad- 
vertising. At one time, the general consensus of opinion 
seems to have been that humor, while frequently effec- 
tive, is often a very dangerous advertising weapon. It is 
difficult to foresee the average person’s reaction to 
supposedly humorous advertising and frequently dis- 
plays or other advertisements which seemed uproariously 
funny and attractive to their designers have proved 
capable of antagonizing those whom they were planned 
to please and of driving away those whom they were de- 
signed to sell. 

But although one man’s humor may be another man’s 
poison, the trend in recent years has been away from a 
strict avoidance of all humor as too dangerous to play 
with. Instead, display designers have attempted, on 
many occasions—ofttimes with great success—to utilize 
mildly humorous themes which would amuse display 
audiences and place them in a suitable frame of mind to 
receive the sales message, without any danger of creating 
consumer antagonisms. 


Four small panels and a large 32 in. by 45 in. central display section 


HUMOR CAN EVEN SELL TOOLS 


when discreetly and cleverly utilized as in these 
display pieces sponsored by The Stanley Works 


This trend has been particularly notable in the use of 
humorous character figures, perhaps the most popular of 
these being the widely syndicated creatures created by 
Walt Disney. Now, in hardware stores throughout the 
country, on sites where displays are usually of the most 
deadly serious type, The Stanley Works stand sponsors 
for a group of displays utilizing a whole series of amus- 
ing and colorful cartoon-carpenters—little overalled men 
who typify the users of Stanley Tools, both amateur and 
professional, in a manner guaranteed to please and to 
amuse without antagonizing. 

The purpose of the Stanley people in adopting these 
figures—designed by artist L. C. Bange 
stricted, however, to merely that of creating amusement. 


has not been re- 





Through the use of these figures it becomes possible to 
demonstrate not only the tools themselves but their 
many functions and applications and to do this in a 
manner possessing sufficient novelty and eye appeal to 
stop the eye of the most jaded potential customer. Thus, 
the little Stanley carpenters are shown using chisels, 
planes, squares, rules, screw drivers, hammers and drill 
braces in a manner which con- (Continued on page 112) 


reproduced in ten colors 


on wood grained board—form the effective Stanley Tool spring display promotion piece 
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1. This giant sized cooperative 
display was designed specifically 
for use in super markets and 
ties in with the ‘Parade of Prog- 
ress’ of nationally advertised 
grocery products. 2. Another 
cooperative display, lithographed 
in full color and of huge size, 
designed to promote the ‘‘Parade.”” 


“PARADE OF PROGRESS” 


of nationally advertised grocery products sees the birth of 
the largest cooperative displays in merchandising history 


Display units which present the products of more than 
one manufacturer have not been widely adopted by in- 
dustry. The reasons are obvious. First, they require 
adroit promotion, through some one controlling body, 
to get three or four or more manufacturers to cooperate in 
order to do a job of interpreting, correlating and present- 
ing their respective products through the medium of a 
single display piece. Second, the natural individualistic 
tendencies which flourish among manufacturers generally 
make cooperation via displays unfeasible. Third, the 
average store’s space is limited and cooperative displays, 
of a size larger than the ordinary unit, do not generally 
encourage dealer receptivity. 

Considering these chief hitches to wide adoption of 
cooperative displays, it is interesting to note that such 
units can be created and successfully distributed under 
propitious conditions. 

The propelling force which led to the creation of the 
two displays here illustrated was the ‘‘Parade of Prog- 
ress’’ of nationally advertised grocery products, spon- 
sored by the Associated Grocery Manufacturers of 
America, Inc. This cooperative merchandising program, 
pianned to acquaint the public with the methods and 
achievements of manufacturers of nationally known food 
products, was started by M. M. Zimmerman of ‘‘Super 
Market Merchandising’’ journal in. 1937 and was 
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launched under the name of ‘‘Nationally Advertised 
Brands Week.’’ This year, the AGMA took over the 
sponsorship but M. M. Zimmerman offered his bit to the 
program by developing what are reported to be the 
largest cooperative displays in the history of grocery 
merchandising. 

The units were designed to tie in with the ‘‘Parade’’ 
and specifically for use in super markets. Since the super 
market is larger than the ordinary grocery store, large 
sized displays are here an advan- (Continued on page 76) 
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Another 


RIZE WINNER | 


Stapled by 


BOSTITCH 


First prize in the 15c-$1.00 division of 
this year's “5 & 10°’ packaging contest 
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went to Hiawatha Elastic Sewing Thread, 
in a cellulose container ‘‘Bostitched”’ to the 
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cover of a booklet which serves as a dis- 
play card... A novel combination which 
displays the product and gives suggestions 






SHIRRS AS 
IT STITCHES 


for its use. 
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AN exacting test of stapling accuracy is provided by this cellulose tube and the book- 


let to which it is attached. Not even the fragile rigidity of glass to hold against the staple. 
If too loose, the tube will slide out; if too tight, the tube will buckle. 


Well-done by Bostitch, rapidly and economically, on equipment exactly suited to the 
job. 


For information and suggestions on stapling methods and equipment, contact 
your local Bostitch office or write direct. 











m EASY TO BUY... Rental 
a or budget plans. 










EASY TO GROW... 


Lie” 782 models... ] : 
J liberal trade-ins. . 


a EAST GREENWICH + RHODE ISLAND Re: 
EASY TO GET... 300 spe. $6 DIVISION STREET ¥ SK 


aT 






} os A : 
4 \ cializing representatives in 


}\ 81 U.S. cities, 39 foreign 
countries. 









EASY TO USE... Anyone A 

can easily operate any EASY TO SUIT...18 research 
of the 782 models engineers fit Bostitch to 
your needs. 
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1. New jars are adopted by Plochman and Harrison for their 
Premium mustard and a plastic spreader spoon premium provides an 
additional sales attraction. A colorful display card is packed with 
every 2-dozen case so that the dealer is able to present the new 
mustard packages on the counter. The slanting die-cut base is 
designed to hold three jars, the weight of the jars themselves holding 
the card in upright position. Sales messages feature the premium 
offer and likewise emphasize the ‘Finer Flavor’’ of the mustard. 
Jars by the Owens-Illinois Glass Co. 


2. Aptly called the Selmor floor display, this unit presents four 
products of the Lever Brothers Co. while occupying a minimum 
floor area. The larger packages, Rinso and Lux, are stacked on the 
flat base while Lifebuoy and Lux toilet soap are displayed in sepa- 
rate compartments in the bin suspended on two legs rising above the 
display of the larger packages. This space-saving arrangement pro- 
vides extra display space beneath the display bin. The unit en- 
courages self service and, it would seem, tends to increase the unit 
of sale. Floor display stand designed and produced by The Hinde 
& Dauch Paper Co. 


3. The Wells Lamont Smith Corp. “Lady’s Aid’’ glove packages 
are shipped to the dealer in a folding carton which is so constructed 
and die-cut as to be quickly converted into a counter display. The 
lid, of break-back construction, folds back to become a sturdy easel 
upon which the display carton is supported in upright position. 
Thus the glove packages, together with the selling messages printed 
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on the front face of the display carton, are easily visible. The 
carton serves not only to transport the gloves, but to stock a good 
supply while, at the same time, being utilized as a display unit. 
Glove packages and carton display produced by Milprint, Inc. 


4. A novel application for transparent acetate sheeting is here 
illustrated. Display baskets for jumble presentation of small prod- 
ucts on the counter are a valued merchandising method and the use of 
transparency for the basket increases the visbility of the products 
displayed. In some instances, the products are packed and shipped 
in the vendor and the dealer merely places the entire unit on the 
counter. The basket illustrated is made of Lumarith Protectoid. 
The display card attached to the basket permits the presentation of 
the sales message. Developed by Weinman Brothers. 


5. Medallions of Nestle’s milk chocolate are wrapped in gold 
foil and embossed with the Trylon and Perisphere to tie in with the 
New York World’s Fair or with the “Tower of the Sun” and the 
Oakland Bridge, symbolic of the Golden Gate International Ex- 
position. Counter presentation is achieved by means of a small 
folding display unit which holds ten chocolate medallions, one of 
which is prominently displayed in upright position while the re- 
mainder are easily accessible. The display is constructed of a 
single piece of lithographed stock so die-cut as to form into a mer- 
chandising unit of several planes when erected. Foil wraps sup- 
plied by the Aluminum Co. of America. Display designed and pro- 
duced by The Forbes Lithograph Co. 


6. A dozen Don Juan lipsticks, each presented in a molded 
Lumarith case and placed in an individual transparent container, 
are shipped and displayed in a set-up box which admirably permits 
counter presentation. The die-cut platform of the case holds the 
lipsticks in firm position and the slanting angle of the base increases 
visiblity for the product. A Lumarith Protectoid window protects 
the product against dust and dirt and likewise prevents pilferage. 
The display card bears the twelve colors of lipsticks available, identi- 
fying each so as to facilitate selection. Lipstick cases molded by 
Universal Plastics Corp. Lumarith and Lumarith Protectoid supplied 
by the Celluloid Corp. 


7. Two mannequins under crystal spheres are utilized by Volupte 
to symbolize two new lipsticks—‘‘Lady of a Lipstick’’ and “Hussy 
of a Lipstick.’ The mannequin to the left is the type to wear the 
“Lady” lipstick while the one to the right is Volupte’s version of the 
charmer who should wear ‘‘Hussy”’ lipstick. The enameled wooden 
base of the unit is die-cut to hold a tube of lipstick alongside of the 
mannequin to achieve a neat tie-in. 


8. A molded plastic display stand is adopted for the presentation 
o Yardley Lavender. The urea plastic material provides a clean 
sparkling setting for the four sizes of bottles. The stepped up base is 
die-cut to hold the bottles firmly in position. The simplicity of the 
display stand achieves a striking background for the product. Dis- 
play molded by the Mack Molding Co. of Beetle, a product of the 
American Cyanamid Co. 
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BUILDERS of 


WINNING DISPLAYS 


Every item is out in front at the consumer's eye 
level in these All-America award winning display 
cases. And their colorful beauty brings powerful 
sales increases. 

Advertising Metal Display Co. has made similarly 
successful sales winners for many of the country’s 
leading manufacturers in all lines. 

Our custom designed metal displays, cabinets and 
signs—with fine, bright lithography, or silk screen 
in baked Dulux outdoor colors will go far in raising 


your sales curve. 


Write for illustrated booklet. 


ADVERTISING METAL 
DISPLAY CO. 


Factory and General Offices: 125 N. Green St., Chicago 
Eastern Division: 2 E. 23rd St., New York 
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INDUSTRIAL FAMILY REDESIGN 


(Continued from page 66) 





one of the new packages and serves an additional func- 
tion—from the design point of view—in tying together 
the two horizontal bands which characterize the new 
package designs. 

The upper three-quarters of each package, whether can 
or carton, utilizes a light green background with white 
and blue lettering so designed as to seem to stand out in 
relief. The lower portion utilizes white lettering on a 
deep blue background with the trade mark overlapping 
the two bands and thus serving to tie them together. A 
white pencil line separates the two areas and serves 
further to draw the eye toward the central focus formed 
by the trade mark. 

Wherever trade names identify a product, these have 
been placed in very bold position above all other type 
and are reproduced in bold script. Products identified by 
generic terms, such as ‘washable kalsomine’’ and 
‘patching plaster,’’ are given equally bold identifying 
lettering, but a Roman type is here used. On a number of 
packages both trade names and generic terms are util- 
ized. In such cases the generic term is usually subordi- 
nated to the trade name. 

All promotional material, including window cards, 
instructional folders and advertising matter, has like- 
wise been modernized to reproduce the color and design 
scheme and to simulate the packages in layout. 

The new family has been introduced to 20,000 painters 
and paint dealers through the company’s house organ, 
‘The Laux Painter,’’ which likewise used the modern- 
ized format, design and color scheme of the packages to 
help get over the idea. 





“PARADE OF PROGRESS” 


(Continued from page 72) 





tage rather than adisadvantage. Manufacturers, recog- 
nizing the possibility of cashing in on aspectacular nation- 
wide merchandising program inaugurated in behalf of the 
mass merchandising industry, were eager to cooperate. 
Thus the setting was ideal for the development of coopera- 
tive displays, unique not only because of their giant size, 
but because of the large number of national advertisers 
participating in the promotion. 

One display unit, measuring 7 ft. in length and 5 fe. in 
height, features products of six national advertisers. 
Lithographed in full color, the design motif depicts the 
modern method of shopping in a super market as con- 
trasted to old-time shopping practices and is aptly called 
‘Fashion Food Parade.’’ The other display likewise 
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features a number of nationally advertised products and 
is also of giant size, measuring 10 ft. in length and 5 ft. 
in height and, once again, full color lithography is 
itilized. Here a dramatic presentation of battleships is 
he design theme adopted, thus tying-in with the slogan 
‘Security in Nationally Advertised Brands.”’ 

Both of these displays are so designed and constructed 
as to be well suited to presentation in the super market. 
Taking into consideration the heavy traffic this type of 
retail outlet experiences and its large size, the displays 
are huge and colorful in execution so as to be clearly 
visible when used as a floor unit. It was suggested that 
the displays be raised on a platform so as to increase 
their height and likewise to permit the stacking of ac- 
tual products at the base so that consumers would be en- 
couraged to help themselves. 

Some 200,000 grocers participated in the ‘‘Parade”’ 
with specially designed banners, posters, packages and 
point-of-sale displays. An effort was made to use the 
packages or posters or displays as promotional media by 
incorporating copy which would do a selling job in the 
interest of the ‘‘Parade of Progress’ campaign. 

Because of the sheer weight of the combined activities 
of the various participating advertisers, the program was 
a nation-wide event with broadcasting companies, news- 
papers, magazines, manufacturers, wholesalers and deal- 
ers all joining hands to make the “‘Parade of Progress’’ 
of a nationally advertised brands a success. 

Credit: Displays lithographed by the McCandlish 
Lithograph Co. 





FIXTURE OR DISPLAY? 


(Continued from page 70) 





ing the company’s products in smaller stores. Because 
stationery stores are frequently located in congested office 
building areas, such smaller stores are not necessarily to 
be classified as Class B outlets. Many companies, in fact, 
operating with very limited floor areas, do a very substan- 
tial volume of business and are well worth the serious at- 
tention of suppliers in the field. 

The Showblott Jr. cabinet uses a welded metal con- 
struction with five interior shelves having approximately 
half the capacity of the floor fixtures. Shelves are pur- 
posely designed one inch shorter than the blotters to per- 
mit the dealer's clerks to easily remove the latter. The 
open rear construction provides accessibility for removal 
of the blotters, while the transparent front face and 
slanted top features have been carried over in their essen- 
tials from the more pretentious design. 

Once again this smaller unit serves to bring the prod- 
uct to the dealer, as well as to provide him with a per- 
manent stock keeping fixture and a visible counter 
merchandising display. 

Credit: Both units manufactured by The Globe- 
Wernicke Co. 











All Siamese Twins 
are not Freaks 


Take, for example, the display unit which Oberly & 
Newell designed for Pond’s. The ‘‘Mono’’ Floor Stand 


| shown at the right is compact, eye-appealing and holds 


| The “‘Duo’’ shown at left 


| is attained simply by join- 
“Mono” 


| chandise. 


a generous stock of mer- 
An ideal offer on 


small deals. 


ing two stands 





together, back to back. 


Result a novel, 
two-way vision Island 
display holding twice 


the amount of mer- 





chandise—a useful, 


hard-hitting 


vending 


| device which larger dealers find hard to resist. 


Here’s Flexibility with a capital “‘F."’ Ask to see these 


‘Siamese Twins”’ . and some of the other displays 
Oberly & Newell has created for national advertisers. 
You'll find satisfaction in knowing where to turn for 


an organization that lives with the significant problems 


| of this ‘‘vital second half of merchandising.”’ 


| 





OBERLY & NEWELL 
Lithograph Corporation 


New York, N. Y. 


545 Pearl Street 


Worth 2-3735 
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High Speed 


Wraps up to 380 
packages per minute 


Demonstrated at the recent Packaging Show, our 
new CM-2 amazed onlookers by shooting out per- 
fectly wrapped packages at the rate of 380 per minule! 

As impressive as its high speed, however, is the machine’s smooth, 
quiet operation . . . striking evidence of sound construction and 
advanced design. 

The CM-2 was specially built to wrap comparatively small 
packages, and is easily adjusted for the different sizes within its 
wide range. Uses plain, moisture-proof, or heat-sealing trans- 
parent cellulose in roll form. Speed depends upon the size and 
nature of the package being wrapped—runs from 250 to 380 per 
minute. The machine occupies little floor space—3'6” X 4/31/,”. 

In performance and design, the CM-2 is a decided improvement 
over former machines used for the same type of work—yet it is 
priced considerably lower. 

Today, speed is machinery’s answer to the manufacturer’s prob- 
lem of rising costs—and for this reason the CM-2 fills a real need. 
You should certainly know more about this remarkable new ma- 
chine, and the advantages and economies it offers. 


Write for complete information. 


PACKAGE MACHINERY COMPANY Springfield, Massachusetts 


NEW YORK CHICAGO CLEVELAND LOS ANGELES 
Mexico, D. F., Apartado 2303 Buenos Aires: David H. Orton, Maipu 231 
Peterborough, England: Baker Perkins, Ltd. Melbourne, Australia: Baker Perkins, Pty., Ltd. 


Quickly Adjustable for 
Different Size Packages 


PACKAGE MACHINERY COMPANY 


Over a Quarter Billion Packages per day are wrapped on our Machines 
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PACKAGING PRODUCTION 


MACHINERY AND EQUIPMENT 


KRAFI'S NEW HEADQUARTERS | 


A model of packaging 
and production efficiency 

















In 1904, the founder of the Kraft-Phenix Cheese Corp. packaged cheese, a development which made it possible 
left Buffalo, N.Y., with $60 in his pocket and an idea to market cheese of uniform quality in package form 
that he might be able to start a business selling cheese to throughout the United States. . 
retail markets in Chicago. And thus the company which started with a cheese 
But Mr. Kraft had one other bit of capital far more im- wagon and a horse named Paddy experienced a rapid 
portant than the $6o—a revolutionary idea for cheese growth as first the Chicago market and later more distant 
making, which within a few short years was destined to outlets were conquered by the new type of cheese and the 
play a most important part, both in the growth of his pasteurizing process which relied so heavily upon pack- 
company and in the entire cheese industry. . aging as an element essential for the preservation of the 
Cheese makers for many years had been attempting to quality of the product. By 1910 the small company was 
produce cheese which would have a high keeping quality operating in its own building and Was experiencing a 
and unvarying flavor—cheese which could be readily rapid growth. The \ ar, with its problems of preserving 
marketed without rind or waste. The Kraft company rations for vast armies of men, further encouraged the 
was the first to succeed in the production of pasteurized acceptance of packaged cheese and J. L. Kraft and Bros., 
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as the company was then known, packaged tremendous 
quantities for both the American and the allied forces, 
utilizing tins as the major form of container. 

In 1921, 5-lb. loaf cheese made its appearance on the 
national market and this was soon followed by '/2-lb. 
and '/,-lb. packages, until the family has finally grown 
into dozens of package varieties of both American 


and Swiss types. 

Production units were set up in Wisconsin and then in 
New York and, as the years passed, growth of the 
original company and amalgamations made the Kraft 
organization a giant in American industry, maintaining 
key distribution centers in every section of the country 
and production plants that dot the nation, in addition 
to extensive production and distribution units in Canada, 
South America, Australia and Holland. 

Within the last decade, the company has added the 
production of mayonnaise and dressing to its activities 
and has, as a result of these additions, experienced still 
further growth. Thus the construction of a new, giant 
Kraft-Phenix Cheese Corp. plant and world headquarters 
building, close by the site of the original one-room home 
of the company, marks a definite milestone in the growth 
of one of the major food producing organizations. 

Located in the outer drive facing Chicago’s Lake 
Michigan, the building is a block-long structure with a 
central wing ten stories in height and containing, in all, 
ten acres of floor space. Interior construction is char- 
acterized by wide use of specially glazed tiles to provide 
all walls with smooth, glistening surfaces, readily 
washed. Floors of granite chip terrazzo finish likewise 
facilitate sanitation and such modern industrial archi- 
tectural features as air conditioning, acoustic ceilings, 
scientific lighting fixtures, etc., all combine to make both 
the production and the packaging units of the plant 
literally the last word in modern factory architecture. 

Centrally located as the plant is, ample provision has 
been made to permit accommodation of visitors. 

All working rooms are enclosed by glass observation 
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galleries, through which visitors may see all operations. 
The use of these glass enclosed galleries serves to isolate 
outsiders from materials in process and, at the same time, 
to keep work-room noises out of the visiting galleries 
so that tour guides may explain just what is going on and 
answer questions in a normal tone of voice. 

Further advantages are found in this system of glass 
wall isolation in that it avoids all danger of accidents 
and serves to maintain the morale of working forces who 
would be distracted or annoyed by a fairly constant 
procession of visitors through the working areas. 

An idea of the giant size of the plant may perhaps be 
gained by citing just a few of the many remarkable 
Statistics concerning plant equipment. Storage tanks, 
for instance, are available for the storage of 50,000 gals. 
of oil and 28,000 gals. of vinegar used in the production 
of salad dressings. Over a thousand employees are 
constantly at work within this single plant. Refrigera- 
tion Capacity approximates 500 tons. 

A gravity system is used on all manufacturing floors, 
both salad dressings and related products and Philadel- 
phia cream cheese being manufactured on the third 
floor of the building. Seemingly, an infinite variety of 
especially constructed machines are here in operation, 
mixing, blending, agitating and cooking the various 
materials. In the cheese making rooms, cheese curd, 
manufactured at another plant in Chicago, is brought to 
giant stainless steel hoppers in special containers and 
further processed prior to its descent, by gravity, to the 
second floor packaging rooms. 

Here are found nine separate salad dressing filling lines 
capable of handling jars of various sizes from gallons to 
half-pints. Glass jars have previously reached the 
plant packed in cartons and received in carload lots at 
the private freight siding. These cartons are placed on 
a conveyor in the freight car and then moved from a 
hollow ramp until they hit an endless belt which leads 
them to the second floor filling line. Here girl operators 
unload the cases, placing the jars on an endless belt 
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1. Incoming cartons of glassware. 2%. One step in the production 
of “Miracle Whip’ salad dressing. 3. Automatic filling machine 
used in the salad dressing packaging operation at the Kraft plant. 
4. Automatic machinery puts the caps on salad dressing. 5. Cap- 
ping and labeling machines on one of the salad dressing lines. 


which carries them through washing machines and 
thence to the filling equipment. After being filled 
automatically, the jars move on to the capping machines 
and thence to labeling units, the finished product being 
immediately re-packed into the same cartons which car- 
ried the empty jars. The cartons are then put on a 
conveyor located at the feet of the operator and moved 
on down to the end of the room and thence downstairs 
to the first floor storage and shipping platforms. In 
the Philadelphia cream cheese packaging room are lo- 
cated nine specially designed wrapping machines. This 
battery is capable of wrapping a total of 15,000 packages 
an hour. The wrapped unit packages move along a 
conveyor after discharge from the wrapping machines 
and are picked up by female operators who place them 
into wooden boxes and then place these containers on a 
conveyor belt which carries them to the stapling ma- 
chine where covers are attached to the boxes. These 
then proceed, by chute, to a carton packing group and 
thereafter to cold storage rooms to await shipment. 
Confectionery, margarine and other Kraft products 
are packaged on the fourth floor of the plant, once again 
receiving manufactured materials by gravity from the 
fifth floor manufacturing rooms. Even a good part of the 
package making is conducted in this central plant. 
Thus, for instance, box shooks for the wooden cream 
cheese containers reach the Kraft Chicago plant after 
production in Kraft-owned mills in Washington and 
California. At Chicago, the shooks go through a 
printing machine which supplies a multi-color imprint. 
The various pieces of the box are then nailed together on 
an automatic nailing machine and automatically sawed 
into individual box frames. Another machine applies 
the bottoms to the containers and a final machine, men- 





tioned above, nails on the cover after the pre-wrapped 
cheese has been inserted in the packaging rooms. One 
of the newest of these box making machines, designed 
by the Kraft organization, has an output speed in excess 
of 50 containers per minute. 

Much of the equipment in use in the various Kraft 
plants throughout the world is specially designed by 
Kraft engineers to meet the unique conditions presented 
by the company’s production problems. For the plan- 
ning of this equipment, a plant scale laboratory or a 
machine design group is maintained at the Chicago 
plant having as its function the building of model size 
machines and the testing of equipment. Perfected 
machines are built in multiple for use in the various 
Kraft plants by the Phenix Equipment Co. of Evans- 
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ton, Ill., and are shipped from there to the various plants 
throughout the country. Kraft, of course, does not 
build all or even a majority of the machines used in their 
plants—both the design laboratory and the equipment 
building works restricting their activities to the produc- 
tion of equipment so specialized in nature as to be not 
otherwise available. 
|| frncatetema Kraft research laboratories are among the most com- 
|) ae ~~, plete maintained by any industrial organization. Labo- 
ratories include a quality control room used for the 
MADE] control of all products manufactured in the building 
a. ractédien | and also as a central control laboratory. A research 
| eas Oat CREAM CHEESE | laboratory is maintained for the solution of special 
- problems and for the perfection and creation of new prod- 
ucts. The company, to date, manufactures in excess of 
100 products ranging from soft uncured types of cheese, 
like Philadelphia cream cheese, to the hard thoroughly 
cured cheddars and including confectionery items and a 
whole range of dressings. 

In the bacteriological laboratory, research on protein 
deterioration and vitamin research are carried on and in 
zy : x the biological laboratory, scientists are constantly en- 
‘aS ai | eee at gaged in an endless series of nutrition studies. Here are 

ita found a poultry room with space for 500 chicks and a 
guinea pig and white rat colony. 

Most interesting of the laboratories, from the pack- 
aging point of view, is the plant scale laboratory. , 
Here dollhouse sized equipment—homogenizers, pasteur- 
izers, filter presses and what not—are constantly being 
developed or modified to meet the requirements of the 
various Kraft plants and to meet the newly arising needs 
brought about by new additions to the Kraft family. 

In order to insure the fastest possible distribution of 
goods to the consumer, every effort is made to hold 
storage of manufactured products to a minimum. The 
company maintains a large number of central distribu- 
tion units which are serviced by the many small cheese Y 
making plants and by the large production units, such as 
the Chicago plant. 

The city sales area is serviced from a cold storage 
room, chilled by an ammonia fluid system. All products Pi 
in this room turn over in a period not exceeding 10 











days. One finds here a veritable showcase of the cheeses = 
of all the world, including, in addition to the Kraft ‘ 
products, a large range of imported and domestic cheeses ot 
of every type. fo 

Out of town shipments are made both by railroad and = 
by giant 6-wheel trucks. Dressings are shipped princi- 
pally in carload lots, but cheese and any products shipped - 


in less than carload lots are usually handled by refriger- 
ated trucks. The out of town truck shipping platform is 
large enough to spot ten 6-wheel trucks at a single time. 


6. Individual Philadelphia cream cheese packages are assembled 
in sizes or dozens into wooden shipping and storage containers. 
7. Packaging line for Philadelphia cream cheese. Machines to the 
left cut and wrap cream cheese curd which flows by gravity from 
the floor above. Girls place the 3-o0z. packages in wooden boxes 
which are then carried on an endless conveyor belt to the ship- 
ping room. 8. Automatic machines wrap Philadelphia cream cheese. 
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THOUSANDS READ 
IT REGULARLY- 


“Packaging is always 
meaty reading. I wouldn’t 
miss an issue.” 











Ask us to put you on the FREE mailing list!” 


mates new in machine development? How is 
production equipment installed in leading pack- 
aging and bottling plants? What are the basic rules 
to follow in package design? What’s coming in new 
package materials and methods? How are the men 
on your job in other plants handling problems sim- 
ilar to yours? 
“Packaging” answers those questions and many 
others in a live, newsy, informative way that makes 
for easy, enjoyable reading. It’s a clearing house of 
miscellaneous packaging dope that helps you to keep 
pace with what’s going on in the industry. It is 
published by Pneumatic six times a year for the 


»PNEUMATIC 


PACKAGING € BOTTLING EQUIPMENT 


benefit of packaging personnel the country over. 


If you are in any way connected with the production 
or design or merchandising of packaged products 
you are eligible to receive it—free of charge. The 
man at the machine will find as much in it to inter- 
est him as the executive behind the desk. So if you’d 
like to join our several thousand readers, you are 
cordially invited to do so now—simply attach the cou- 
pon to your company letterhead and mail it today. 


PNEUMATIC SCALE CORPORATION, LTD. 


71 Newport Ave., Quincy, Mass. (Norfolk Downs Station) 
Branch Offices: 


SAN FRANCISCO LOS ANGELES 


NEW YORK CHICAGO 






Complete and accurate mailing data must be given. 
Attach this coupon to your company letterhead. 









NAME 





POSITION 





COMPANY NAME 





ADDRESS 
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1. Dramatically set in a great rotunda, old-time glass blowers give an impressive public demon- 
stration of their art. 2. The Libbey Safedge machine is seen by visitors perfecting glass tumblers. 


FAIRS GLASS CENTER OPENS 


First among the major exhibits of the New York World's 
Fair to be completed, the Glass Center building, jointly 
sponsored by the Corning Glass Works, Owens-Illinois 
Glass Co. and Pittsburgh Plate Glass Co., presents a 
most spectacular and amazing series of scientific and in- 
dustrial wonders—including innumerable package exhib- 
its—which should go far toward increasing the public 
awareness of the important part which glass plays in 
everyday life. 

Entering the building from the Avenue of Pioneers, the 
visitor first sees a series of crystal globes, about 24 in. in 
diameter, in each of which carved figures in natural col- 
ors depict the history of glass from its origin down 
through the present machine era. This glass enclosed 
corridor leads into a huge rotunda where, on several 
levels in the form of an amphitheatre, the visitors will 
watch skilled glass blowers at work. 

From this rotunda and progressing through the semi- 
circular passageway through the building, spectators 
first will see a huge wall display which clearly shows the 
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Cooperative exhibit of three major glass producers housed 


in million dollar New York World’s Fair building 


elements which go to make up glass. On the opposite 
wall, three dimensional figures show the countless usages 
of glass, including telescopes, airplanes and dirigibles, 
submarines and ocean liners, railroad trains, street cars 
and busses, and the uses of glass in medicine and surgery, 
in fashions, in the home, the office, the factory, arts 
decoration, advertising and display, exploration, science, 
radio, telephone, movies, television, etc. 

From this introductory exhibit, one proceeds through 
the individual company displays of Owen-Illinois, Pitts- 
burgh Plate and Corning, in that order. Here the three 
companies, making widely diversified products, have 
complete and representative displays of interest. 

Separate sections are here devoted to the various divi- 
sions of the Owens-Illinois Glass Co. A wide variety of 
glass containers applicable to all packaging fields are on 
display and the merits of glass containers are dramatized 
through miniature talking characters. Insulux glass 
block, which is being used so widely in structural work 
today, is shown used in unique models of homes, factor- 



















“I'm his Great Great Grandfather 
and still going strong. But by 
heck, I'll have to admit that 
young upstart already knows more 


tricks than I ever did.” 
“7 












One of the original § & S Universal 
Filling Machines, in operation 18 years, 


“Don’t mind Grandpa. He was an ace 
in his day and he can still do a good 
day’s work. If I’m more modern and 
efficient than he—well, that’s just a sign 
of the times. Get to know me, I’d like to 


show you my bag of up-to-date tricks.” 








The latest model § & S Universal Filling Machine. 


Ye. modern manufacturing methods demand modern 
machinery. And it is the everlasting aim of Stokes & Smith 
Company to develop the finest in packaging machinery. The 
results of their efforts are at your disposal—ready to profitably 


serve you, as they have long served many industries. 


FILLING MACHINERY—CARTON FILLING AND SEAL- 
ING MACHINERY—TIGHT WRAPPING MACHINES— 
TRANS-WRAP CELLOPHANE PACKAGING MACHINES. 
SPEEDS TO SUIT YOUR NEEDS -— 15-30-60-120 PER MINUTE. 


STOK EtgayMITH © 


PACKAGING MACHINERY PAPER BOX MACHINERY 
FRANKFORD, PHILADELPHIA, U.S. A. 
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3-4-5. Numerous exhibits, many of them in motion, serve to provide the lay- 
man with an idea of the vast variety of packages produced by the glass industry. 


ies and commercial buildings. The characteristics and 
use of glass in fibrous form, the glass industry’s most 
recent development, are also shown. Particular empha- 
sis is placed on the use of glass insulating tape for the 
electrical industry, which is heat-, fire- and water-proof. 

In the Libbey Glass section, the feature that has made 
this company the leader in its field—the Safedge rim on 
its glasses—is emphasized. For the first time the public 
can see how the Safedge is formed and, through a series 
elaborate and novel tests, visitors are able to appreci- 
ate the strength of Safedge. The Libbey display also 
shows the process of putting color on glasses, which 
is a most interesting operation. 

Just before leaving the Owens-Illinois exhibit, this 
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company presents a parade of its products in an ex- 
tremely novel manner, each product being signalled out 
through the use of synchronized light and sound. 

Other exhibits include a series of model store fronts 
using various types of glass block and Carrara glass, ma- 
chines which demonstrate safety glass’ non-shattering 
breakage, mirror cutting machines and an exhibit of 
giant telescope lenses. 

Most startling in the non-packaging exhibits is a 
fiber glass-miniature factory where fabrics are made 
from glass right in the building. Such fiber glass fab- 
rics, while principally used for other purposes, do have 
some packaging application as closure linings and may, 
in the future, find still further uses in packaging. 
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The NEW CHAMPLAIN TYPE P-26 GRAVURE PRESS designed to print four colors 
and rewind. A CHAMPLAIN GRAVURE PRESS can be designed to include any num- 
ber of Gravure Printing Units. 


Champlain Gravure Improves Printing Sly and 


CHAMPLAIN 


Reduces Unit Production Cost . . . 


Package and specialty printers wrote the specifications for the NEW CHAMPLAIN 
GRAVURE PRESS. 


It will produce the finest quality of gravure printing at high speeds on a variety of 
materials from tissue to board. It will not only print the web in any number of colors but 
also rewind, sheet, slit, perforate, wax, laminate, die cut, strip, count and deliver the 
printed unit ready for subsequent use. The NEW CHAMPLAIN GRAVURE PRESS has a 
flexibility and range of size equal to a sheet-fed job press with all the advantages of a 
web printing press. 


We welcome inquiries from printers faced with the necessity of reducing costs while 
maintaining and improving printing quality. Through our laboratories and associations, 
we are in a unique position to offer printers equipment to utilize the most recent dis- 
coveries in mechanics, inks and coatings. 


CHAMBON CORPORATION - GARFIELD, NEW JERSEY 


ROTARY PRESSES 

















z guipment and Materials 


NEW DEVELOPMENTS IN PACKAGING MACHINERY - METHODS AND SUPPLIES 





VACUUM FILLER FOR SMALL BOTTLES 


A straight line vacuum filling machine has been devel- 
oped by the U. S. Borttlers Machinery Co. for the filling 
of small containers such as are used for the merchandising 
of nail polish, perfume, concentrates, samples, etc. Since 
commodities of this sort are usually prepared in com- 
paratively small lots—s gal. and 10 gal.—the machine 
was so constructed as to take advantage of the actual 
storage jug or bottle in which the product is handled, 
filling directly from the jug. Any product overflow is 
trapped ina 1-gal. glass jug that serves both as a vacuum 
cylinder and as a storage chamber. Thus, it is claimed, 
no waste of product can occur. 





The machine has a claimed speed of from 50 to 60 con- 
tainers per minute, dependent, of course, upon the num- 
ber of filling tubes utilized and upon the size of container 
and type of product. The unit is semi-automatic, re- 
quiring one operator to load the machine. 


RATIO COUNTING SCALE 


The Exact Weight Scale Co. announces the development 
of a new ratio counting scale which, it is claimed, speeds 
up the counting operation. For counting an unknown 
quantity, the material is placed on the platform of the 
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scale, a few pieces being placed in the ratio pan as 
directed on the counting bar. The pan is then moved 
along the beam until it balances and the indicator above 
the pan then shows by direct reading how many pieces 
are contained in the load on the platform. For pre- 
determined counting, the indicator above the ratio pan 
is set at the desired quantity and the required number of 
pieces are placed in the pan as directed on the counting 
bar. The scale is then loaded until it balances. The 
scale illustrated is a 300-lb. bench model. 


NEW ELEVATING DEVICE 


A new elevating device, known as the Oildraulic eleva- 
tor, has been developed by the Rotary Lift Co. The 
unit uses oil in its system instead of water, the Oil- 
draulic returning the oil to a reservoir and using it over 
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Vanishing American! 


The Indian couldn't keep up with competition 


and wound up standing in front of a cigar store. 


Modern labeling and packaging methods require 
modern glues, keyed to today’s high-speed produc- 
tion. We have them. 


ATIONAL ADHESIVES CORPORATION 


820 GREENWICH ST., NEW YORK—CHICAGO—PHILADELPHIA—BOSTON—SAN FRANCISCO—and All Principal Cities 
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repeatedly. The device was created to meet a need in 
manufacturing plants for comparatively short rise elevat- 
ing units to handle materials between floors, eliminating 
existing ramps between different levels, to load into the 
back of trucks and freight cars and to eliminate the 


hand-feeding of heavy materials. 


“LEVELBEST” SHIPPING CONTAINER 


Fireboard Products, Inc., has developed a new type 
shipping container known as the ‘‘Levelbest.’’ The 
trade mark name for the patented case is derived from 
its construction which permits level resting of the con- 
tents. The level floor and ceiling in the container is 
achieved by glued and stitched pads on the inner sur- 
face of the outer flaps. These pads are affixed by ma- 
chine when the box is being manufactured. The inside 
and outside depths of the case are the same whether it is 
rightside up or upside down, thus cans will not shift 
when the case is turned over. The case is built in one 
piece and is shipped in the flat the same as old-style cases. 
Licenses, it is reported, are being issued for manufacture 


by other box makers. 


PHOTO-PRINT PROCESS 


The Prism Print Co. has developed a photo-print process 
by which full color reproductions can be made in quanti- 
ties from 100 to 3000 or more. This process is said to fill 
the gap between the one print that the photographer 
makes and the long runs of letter press, offset and gravure 
and is thus not competitive with any other method of 
reproduction. No printing plates or printing presses are 
used in the manufacture of Prism prints. Since no screen 
or mechanical pattern is used, the continuous tones of 
Prism prints are not broken up and since no black key- 
plate is used, colors are transparent. It is reported that 
Prism prints are being adopted at present for sales port- 
folios, tip-ins in limited edition books, cataloging of art 
collections and counter and window displays. 
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NEW TYPE BULK PAPER CAN 

A new type of bulk paper container, known as the Bul- 
kan, has been developed by The Sealright Co., Inc. To 
provide shipping and storage economies, the can is made 
in knock-down form, sidewalls being scored so they may 
be folded and shipped flat. Metal rim bottoms and lids 
are shipped separately in dust-proof cartons and an auto- 
matic assembly machine enables the packer to quickly 
apply the top-forming ring and insert the bottom, com- 
pletely finishing the can. A cellophane bag is supplied 
flat and is inserted after the can is assembled. This inner 
lining is added to the Bulkan whenever the container is 
to be utilized for the packaging of moist or semi-liquid 


foods, such as bulk frozen fruits, vegetables and other 


products which require protection against moisture and 
Fabricated of three layers of paraftin- 


treated paper board, the can is claimed to be extremely 


dehydration. 


durable although primarily designed for use as a single 
5 § § 


service container. 
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Via STANDARD-KNAPP 
Case Sealers 


Nearly every large maker of fine and popular- 
priced cosmetics finds STANDARD-KNAPP Case 
Sealers a boon to high speed production. 

So do most large food, tobacco, beverage, soap 
and drug manufacturers —as well as a hundred 
other industries. 


There's a good reason: STANDARD-KNAPPS have 


for years been giving the lowest per unit cost and 
the highest operating efficiency. 








Consult our nearest office now about the latest 
models — or write for catalog, 





STANDARD-KNAPP CORPORATION 


MANUFACTURERS OF CASE SEALING, CASE PACKAGING, AND CAN LABELING MACHINES 


43-27 32nd PL.. 208 W. Washington Street 1001. Society for Sav. Bldg. 909 Western Ave. 
LONG ISLAND CITY, N. Y. (Oi LL O7NC1©) . CLEVELAND SEATTLE 
420 S. San Pedro St. 300 Seventh Street 315 South West Pine Street Windsor House, Victoria St. 


LOS ANGELES SAN FRANCISCO PORTLAND, OREGON LONDON, ENGLAND 








NEW TYPE SHIPPING CONTAINER 

A new type of shipping container, known as the Drum- 
pak, has been developed by the Gaylord Container Corp. 
and adopted for the shipment of a wide variety of 
products ranging from chemicals to apples, from cranber- 
ries to venitian blind hardware. The container consists 
of collapsible side walls which ship flat and erect to form 
an 8-walled unit. The top and base of the unit are of 
folding construction and may likewise be shipped in the 
flat. The top and base telescope sufficiently far down the 
side walls to provide substantial support for these walls. 
Flat metal bands are bound around both the top and the 
base to firmly secure the entire container as a sturdy ship- 


ping unit. 





NON-REMOVABLE TUBE CLOSURE 


The Cealcap Sales Co., Inc., has developed a new patented 
type of tube closure permanently attached to the tube 
body and thus eliminating possibility of lost caps. The 
Cap operates in the conventional manner, being loosened 
by unscrewing. This permits the contents of the tube to 
flow through an opening at the top of the cap. A screw- 
ing action is likewise used for re-closing the tube and, it 


92 MODERN PACKAGING 


is claimed, leakage is prevented by means of a double 
seal feature between the cap and the nose of the tube. 
This seal is accomplished without the use of liners or 
gaskets. The cap is retained on the tube by a ring as- 
sembled inside of the cap claimed to provide a positive 
mechanical look. 


AUTOMATIC NET WEIGHER 


The J. L. Ferguson Co. has developed a new automatic 
multiple unit net weigher, known as the Packomatic 
Chief, which may be equipped to handle ground coffee 
products and similar dry free flowing or semi-free flowing 
products, weighing into cans or jars of various sizes 
within a reasonable height range. The unit illustrated 
is interchangeable for handling both 1-lb. and 2-Ib. cans, 





Operating at a claimed speed of 60 per minute on the 1-Ib. 
cans and 4o per minute on the 2-lb. cans. The machine is 
entirely automatic in operation and receives the empty 
cans from an overhead chute or conveyor, fills the cans 
to the correct net weight and discharges them ready for 
entering the automatic closing equipment, no operator 
being required for this operation. A floor area of 2 ft. 
by g ft., including conveyor, is required by the machine. 


CASE SEALING GLUE 


The Williamson Glue and Gum Works have developed a 
case sealing glue, known as No. 44, which is claimed to 
be well suited for sealing heavy fibre or corrugated ship- 
ping cases either by hand or by machine application. 
The glue is said to be free from stringing or foaming and 
it comes in concentrated form, being diluted for use by 
adding water and stirring thoroughly. No. 44 is acold, 
odorless sealing glue which is claimed to make a neat, 
permanent joint. The product is shipped in wax lined 
barrels, the wax lining preventing evaporation while 
the product is in storage and eliminating waste since 
the glue does not cling to the wax. 











1939 KIEFER way - 
WITH THE GREAT ENDWELD | 


FIRST---PAYS FOR 
ITSELF, THEN 
DECLARES DIVIDENDS! 
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A new principle in filling! Accurate, 
regardless of consistency of material. 


A new principle in sealing! Welding 
—saves up to 34 inch length of metal 
on every tube. 


Patented holders prevent tubes from 
skidding while in motion. 


Voltmeter on panel for current control. 


Mechanically operated lubricating 





system. 
all tubes with filtered compressed air—mechanically bottom of tube to make all identical length and in 
collecting dust and carton fibres. preparation for welding. 
Fl the ends—into the tightest, neatest, most dependable 
by vacuum actuated principle, either paste or liquid— ; : 

: ; closure you ever saw. And to complete the service— 
free of air bubbles—precisely measuring—without string ; 

a cap tightener and dater. 

or smear—a fat fill or a chisel fill. 


—and many other features, all of which combine definitely 


to place the KIEFER ENDWELD in a class supreme. 


THE KARL KIEFER MACHINE co. 


SEATTLE 


BOSTON CINCINNATI, U.S.A. SAN FRANCISCO 


CHICAGO LONDON, ENGLAND 





MAY 1939 93 




















Plants and Personalities 


NEWS 


ANCHOR HOCKING GLASS CORP. announces the 
appointment of R. Bruce MacFarlane as sales manager of 
its Closure Division, the Anchor Cap and Closure Corp., 
Long Island City, N. Y. Headquarters for the Anchor 
Hocking Glass Corp. and advertising headquarters for 
both the Anchor Cap & Closure Corp. and the Anchor 
Hocking Glass Corp. are located at Lancaster, Ohio. 


A. A. SCHELL has severed relationship with the Aldine 
Paper Co. to establish his own business under the name 


of the Schell Paper Co., New York, N. Y. 


PATRICK GAFFNEY of Densen-Banner Co., Ridge- 
field Park, N. J., has been made chairman of the Folding 


Paper Box Assn. of America. 


NATIONAL ADHESIVES CORP., New York, N. Y., 
announces the addition of a lacquer research laboratory 
and technical service department to its Lacquer Division 


at Dunellen, N. J. 


JOHN S. TOMAJAN, vice president and general sales 
manager of The Washburn Co., Worcester, Mass., has 
beer elected general manager to succeed Reginald Wash- 
burn. Mr. Washburn, however, will continue as presi- 


dent of the company. 


THE ALUMINUM SEAL CO., New Kensington, Pa., 
recently celebrated its 25th anniversary with an open 
house held at the company’s plant. Some 2000 em- 
ployees and their families and friends attended an 
appreciation dinner, sponsored by community business- 
men, followed the open house for executives, superin- 


tendents and foremen of the company. 


THE LORSCHEDIER-SCHANG CO., INC., Rochester, 
N. Y., announces the installation of new equipment per- 
mitting the manufacture of machine-made boxes. The 
company will continue to manufacture hand-made boxes 
and displays in addition to the newly added lines. 


THE CANADIAN PAPER BOX MANUFACTURERS 
Assn. will hold its annual convention jointly with that 
of the National Paper Box Manufacturers Assn., in New 
York City, at the Hotel Astor, June 11 to 14. 


THE PLASTICGRAPH CO., New York, N. Y., has 
moved to larger quarters at 110 West 20th St. The com- 
pany, of which C. A. Tenney is the head, is the originator 
of the ‘‘Plasticgraph’’ process for printing on molded 
plastics, glass and metal. 
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NOTES 


TRENDS 





JOHN S. PEDERSEN, formerly with the Continental 
Can Co., has joined the Chicago branch sales staff of the 
Owens-Illinois Can Co. 


PAUL W. KREIDER, president of the Lebanon Paper 
Box Co., Lebanon, Pa., died March 21. 


PALM, FECHTELER & CO., New York, N. Y., has 
moved to larger quarters at 220 West 42nd St. 


PNEUMATIC SCALECORP., LTD., recently entertained 
over 1300 people at its factory at Norfolk Downs, Mass., 
at an open house day. The guests were taken for a tour 
of the plant in groups of 20, each group accompanied 
by a trained guide and each shown every stage in package 
machinery construction and planning. Some 15 different 
types of packaging and bottling machines were specially 
assembled and run for short periods to provide actual 


demonstrations for the visitors. 


THE FIFTH EDUCATIONAL GRAPHIC ARTS 
exposition will be held in Grand Central Palace, New 
York, N. Y., September 25 to October 7. Included in 
this exhibit of printing materials, machines and achieve- 
ments will be a wide number of exhibits of particular 
interest to package manufacturers and package users, 
including exhibits of new developments in package inks, 
lacquers, package printing equipment, etc. 


THE CONCORD GRAPE JUICE INSTITUTE has 
announced the adaptation of a code of standards for 
grape juice which will govern the processing, storage, 
packing and shipping of this product. To identify 
products made in compliance with the code, the In- 
stitute has prepared a special bottle cap carrying a seal of 
certification that the standards have been met. It is 
expected that by mid-summer much of the grape juice, 
produced by the eleven members of the Institute, bearing 
this seal will have reached the market. 

A licensing arrangement has been made with each 
producer and, it is reported, that the Institute will 
check upon compliance with the set standards by means 
of frequent tests made from bottled juice purchased at 
random in retail stores. The standards provide that the 
grape juice be pressed by sanitary methods from ripe, 
sound Concord grapes and that they be boxed and de- 
livered in such manner as to assure the consumer that it 
is pure, unadulterated and uncontaminated. 


C. R. WHITING CO., INC., was listed in the 1939 Pack- 
aging Catalog as being located in Hoboken, N. J. The 
correct address for this company is 650 Main Street, 


Hackensack, N. J. 
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Unless otherwise indicated, copies of catalogs, booklets, 
etc., mentioned in this depurtment may be obtained with- 
out charge by writing to the sponsoring company at the 
address given. 


‘““GLAS-PAK AGE" is the title of a new house organ 
being published by the Glass Container Assn., New 
York, N. Y. The publication, a quarterly, will cover the 
latest developments in glass container production and in 
merchandising techniques. A regular department in 
each issue will describe progress in design and redesign of 


glass containers. 


THE CONTAINER CORP. OF AMERICA, Chicago, 
Ill., has published, in addition to its regular annual re- 
port to stockholders, a graphically illustrated booklet, 
‘The Container Family,’’ which depicts the essential 
inter-relationship of the corporation's stockholders and 
jobholders by means of a personalized portrait of each 
typical representative group. The booklet presents an 
explanation of stockholders, directors, management and 


employees of the corporation. 


‘*FASHIONS IN CARTONS” is the title of a booklet, 
published by Robert Gair Co., Inc., New York, N. Y., 
in which is presented a comprehensive catalog of many 
of the folding carton styles and constructions. The basic 
information and illustrations have been taken from the 
1939 edition of the Packaging Catalog in which they 
originally appeared. The sixty-odd cartons are illus- 
trated in photo-diagram form to show them in the flat 
and unprinted so that construction and proportions can 
be readily seen and as completely finished packages, 


printed and assembled. 


THE MATHEWS CONVEYER CO. has published a 
catalog designed specifically for use by engineers and 
plant operating personnel. The Handbook contains 384 
pages of engineering material and is of convenient pocket 
size, measuring 4°/;in. by 6'/2in. All types of materials 
handling equipment for processing, assembly, packag- 
ing, storage, loading and unloading is presented in the 
Handbook by means of line drawings and charts. 
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“RETAIL BUYERS IN ACTION"”’ is the title of a 28- 
page study, prepared by the Marketing Division of Kin- 
dred, MacLean & Co., Inc., New York, N. Y., covering 
all drug stores and their sales within a radius of 100 
miles of a point on the Atlantic seaboard, as reported by 
the U. S. Census of Distribution of 1935. The census 
data are interpreted to disclose 191 pivotal point towns 
where key promotional stores are exposed to retail buy- 
ers spending a total of more than six billion dollars a year 
and presents a new method of accounting for the flow of 
buying power to market centers. 


THE BUREAU OF SMALLER STORES of the National 
Retail Dry Goods Assn., New York, N. Y., has pub- 
lished a survey under the title ‘‘We Do $100,o00—A 
Small Store Self-Analysis.’’ The volume contains a first- 
hand description of the workings of a small store de- 
signed to permit comparison by other retailers with 
their own operations. Included in this booklet is a 
complete description of the store layout, history, fixtures, 
merchandising arrangement, types of merchandise car- 
ried, a typical operation statement, a description of per- 
sonnel hiring, supervision and training and employee re- 
lations and compensation methods utilized. A detailed 
description of merchandising, sales promotion, window 
and internal display, office procedure and store activities 
is likewise presented. The volume should prove of de- 
cided interest not only to retailers, but to manufacturers 
reaching the specialty store and small town markets who 
may derive from it much guidance in planning merchan- 
dising policies, package and display designs and other 
dealer aid and dealer conduct policies. 


THE GLASS CONTAINER ASSN. OF AMERICA, New 
York, N. Y., has issued, in booklet form, a report of 
milk container cost based on a cost investigation of five 
glass bottle and six paper container operations in seven 
dairies. This investigation was conducted for the Glass 
Container Assn. by Stevenson, Jordan & Harrison, man- 
agement engineers. The cost investigation covers many 
phases of packaging operations and wholesale milk de- 
livery and the figures cited represent actual typical op- 
erations in the dairies studied. An approximate saving 
of 7 to 8 mills per quart, effected by the glass bottle, is 
claimed by the report. 


PRIZE WINNING DISPLAY at the fifth annual window 
and store display exhibit at the Babson Institute, Welles- 
ley Hills, Mass., was a window unit prepared by the 
Coca Cola Co., Fountain Sales Division, and produced by 
the Niagara Lithograph Co. The Abbott Pharmaceuti- 
cal Laboratories received second prize with an exhibit 
produced by the Ketterlinus Lithographic Co. Third 
prize was awarded Johnson & Johnson and fourth prize to 
John P. Squire and Co. The Johnson Baby Powder dis- 
play was produced by Einson-Freeman Co. and Squire's 
Arlington Ham display by the Forbes Lithograph Co. 

The committee of judges was composed of Charles S. 
Wilson of N. W. Ayer and Son, H. G. Whittredge of the 
Lincoln Engraving Co. and Mr. Canfield. 
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Coiletries lead the way 


in precision labeling — 


Aids to beauty must appeal to the eye. And 
labeling makes or mars the appeal of the 
product. That’s why so many toiletries and 
cosmetics are being labeled now with the 


PONY LABELRITE 


PERFECT REGISTER 
NO WIPING OF BOTTLES 
ANY SHAPE OR SIZE BOTTLES 
PAPER OR FOIL LABELS OR SEALS 


Size and shape of container or label doesn’t 
bother the Pony Labelrite. The finicky seals or 
labels that accentuate daintiness are perfectly 
registered, positively anchored, and free of all 
glue seepage. It will pay you to ask for details! 


NEW JERSEY MACHINE CORPN. 


1600 WILLOW AVE. e HOBOKEN, N. J. 





CHICAGO Sal as i ntativ in sixteen 
$49 W. Washington oe lg la sep me 


Boulevard principal cities throughout the United States. 
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GENERAL GROWTH CF THE CONSUMER move- 
ment during 1938 is indicated by the results of a survey 
just released by the National Consumer-Retailer Council. 
Growing recognition by the press and increasing concen- 
tration in the educational field on definite consumer prob- 
lems are the high spots of the report. The study was 
undertaken in order to provide a factual answer to the 
question, ‘‘Is theconsumer movement moving?”’ according 
to Roger Wolcott, Executive Secretary of the Council. 

‘‘Most of the organizations questioned, however, have 
kept few records by which the growth of the movement 
can be measured,’’ said Mr. Wolcott. ‘‘‘Straws in the 
Wind’ might be the title for this report,’’ he continued, 
‘since it does not pretend to be a comprehensive survey; 
but the information secured does indicate at least the 
trend of the movement.” 

Questionnaires were sent to women’s organizations, to 
a sampling of teachers known to be conducting courses in 
consumer education, to the state departments of educa- 
tion, to testing laboratories and to magazines. The 
replies from women’s organizations, although stated in 
general terms for the most part, show generally increas- 
ing interest in consumer problems. The replies from 
teachers and state departments of education indicate 
growing emphasis on consumer subjects. 

The fact that retailers and manufacturers are as yet 
somewhat slow to recognize this trend is indicated by 
the replies from a sampling of testing laboratories. As 
stated by Mr. Wolcott, “‘few retailers or manufacturers 
seem as yet to be interested in undertaking testing for the 
sake of having information to supply their customers.’ 

Mr. Wolcott indicated that the Council will probably 
undertake a yearly survey to determine the growth of the 
consumer movement. ‘We hope that we will be able to 
secure more definite information as time goes on,’’ he 
said, ‘‘so that a yearly ‘roll call’ will give a somewhat 
exact picture of the increased interest in the problems of 


the consumer.”’ 


PROFESSOR S. C. PRESCOTT, Dean of Science at 
the Massachusetts Institute of Technology, has an- 
nounced that a second Food Technology Conference 
will be held at Cambridge under the auspices of the 
Division of Food Technology and Industrial Biology, 
from June 28 to July 1. 

Like its predecessor this conference will deal with the 
broad aspects of the subject but special attention will be 
directed during this conference to quality control, food 
packaging technology, food engineering and refrigera- 
tion. Consideration of the specific relation of trained 
food technologists to the food industries will be a topic 
of particular importance at this meeting. 

Outstanding authorities in food industries and food 
research laboratories of the United States, Canada and 
possibly other countries are included among the speakers 
who will take part in this important conference. Mem- 
bers of the Departmental Staff of Technology will also 
participate. The program promises to equal in interest 
the outstanding M. I. T. Conference held in 1937. 
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A symposium on food packaging technology will 
cover recent developments in the packing of foods in 
tin, glass, transparent films and rubber latex. Among 
the expected speakers in this symposium are Dr. Roger 
Lueck of the American Can Co. Research Laboratories, 
Dr. W. H. Harrison of the Continental Can Co., Dr. 
S. H. Ayers of the Crown Can Co., Dr. H. A. Barnby of 
the Owens-Illinois Glass Co., Mr. O. F. Benz of the 
du Pont Cellophone Division and Mr. M. T. Rogers of 
the Dewey & Almy Chemical Co. 

Speakers at a symposium on foods and refrigeration 
in cooperation with the American Society of Refrigerat- 
ing Engineers will probably include Dr. D. Breese 
Jones of the U. S. Dept. of Agriculture, Dr. W. H. Cook 
of the Canadian National Research Council of Ottawa, 
Mr. George Hulse, chief engineer of the Safety Car 
Heating and Lighting Co., and Dr. S. A. Beatty of the 
Nova Scotia Fisheries Experiment Station at Halifax, 
N. S., and Prof. Fred J. Beard of Iowa State College. 

The present indications are that the attendance at the 
Conference will be as large as in 1937 when over 699 
were registered. Dormitory facilities for those attend- 
ing the Conference will be available in the M. I. T. 
Senior House at a cost of $1.00 per night. This year 
there will be a registration fee of $2.50. 


PNEUMATIC SCALE CORP., LTD., Norfolk Downs, 
Mass., has prepared for distribution to packagers and 
bottlers two handbooks entitled respectively **Packag- 
ing Workbook”’ and *‘The Bottling Workbook.’’ The 
former presents a complete exposition of the folding 
carton packaging of dry products, clearly outlining pack- 
age construction and supplemented by a representative 
collection of packaging material samples. ‘‘The Bottling 
Workbook”’ is designed to serve as a practical reference 
book for manufacturers of bottled products and discusses 
in detail numerous problems concerning materials, 


methods and machinery. 





GIFT PACKAGE FROM THE SOUTH 


(Continued from page 62) 





The Arden Farm Store is one of the restored old build- 
ings which made up old Salem. Its architecture and 
appearance, even today, are fittingly reminiscent of the 
town’s Community Store of 1856, a trading center for 
the entire section where settlers from the surrounding 
backwoods country could obtain the commodities other- 
wise not available to them. A souvenir booklet which 
interestingly describes the history and historic points of 
interest of Winston-Salem is incorporated in each indi- 
vidual gift package. 

Credit: Walnut container by the Old Dominion Box 
Co. Foil label by the Cameo Die & Label Co. Shredded 
cellulose by the Sylvania Industrial Corp. Aluminum 
““Goldy’’ tumbler closures supplied by the Aluminum 
Co. of America. 
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H0® ro carton 
Your VERY SMALL Packages 


a Higher Speeds 


Ideal for Sampling and Production of 





Small Carton Packages. 


Here’s how this remarkable and service- 





able machine operates: 





Cartons are fed from two supply maga- 
zines. They are opened by a recipro- 


cating duplex extractor. 


Bottoms are closed by a twin rotary 
tucker. Two packages are then filled 
simultaneously through individual fill- 
ing chutes. (Contents may be either 


counted or filled by volume, as desired.) 


Tops are closed by a second rotary tucker 
and the finished cartons are discharged 
into duplex delivery conveyors, to be 


wrapped or packed. 





Note the following unusual specifications: 


Running Speed 150 per minute (3/4 HP) 
Size of Machine 6'4" x 4’ 
Weight of Machine 2800 lbs. 


We invite you to write for full particulars on this 
machine (Model C-21) as well as complete data on 
our entire line of modern, high speed packaging 
machinery. 


U.S. AUTOMATIC BOX MACHINERY CO., INC. 


ALSO OWNING AND OPERATING THE NATIONAL PACKAGING MACHINERY CO. 
CARTONING MACHINERY CORPORATION 


18 Arboretum Road, Roslindale (BOSTON), MASS. 


Branch Offices: 


NEW YORK 
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FULL MEASURE 


for your advertising dollar? 


You buy sugar by 
the pound (a. .coal by 


the ton ee: . electricity 


by the kilowatt @). . and 
if you are wise, you buy 
advertising space by an 


equally accurate measure 


the ABC REPORTS 
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ODAY more than ever, successful 
advertising depends on careful selection 
of media. 

To judge a publication’s worth without 
knowing exactly the nature and extent of 
its circulation, is as unbusinesslike and 
wasteful as buying coal without a standard 
of weight. 


For any publication . . . newspaper, farm paper, 
business paper, magazine . . . the true measure of 
advertising value is NET PAID CIRCULATION. How 
much is there? Where is it? How was it obtained? 
A.B.C. reports answer these questions completely. 
They give verified information on the quantity, and 


an important index of the quality of circulation. 

Always make A.B.C. reports your starting point 
in buying advertising space. If you do not have 
the latest A.B.C. report on any publication § in 
which you may be interested, ask for it. Demand it. 
Study it. Then, judge soundly how the circulation 
fits in with your sales program. 

Our A.B.C. report is ready for all advertisers. Ask 
for it today! 


MODERN PACKAGING ane 


Chanin Building, 122 E. 42nd St. 


NEW YORK,N.Y. Publication 





A.B.C.= Audit Bureau of Circulations=FACTS as a yardstick of advertising value 
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GIFT PACKAGING PAYS 


Continued from page 43, 





blessed with imagination and fast, nimble fingers. They 
are drawn from persons skilled in sewing, fine needle- 
work and cutting—often from help in the alteration 
departments in the store, which are usually least busy 
during the major holiday seasons. Additional help is 
drawn from the art classes of local universities, these 
students being trained in the technical aspects of the 
work, but coming to their jobs already prepared for an 
appreciation of the artistic elements involved in the 
proper and effective presentation of gift items. 

Having spent a great deal of time and money to pro- 
vide unusual gift packaging facilities, the store is well 
aware that its efforts would be minimized, if not lost 
entirely, if customers were required to wait for their 
packages or if packages were to become mixed and de- 
livered to the wrong parties. For this reason, the com- 
pany follows a policy of keeping the mechanics of gift 
wrapping concealed. To be sure, a display booth and 
auxiliary booths on upper floors are maintained, but a 
checking system has been installed which saves the cus- 
tomer anxiety about her package and, instead of standing 
in line for her turn, she may retire to a comfortable chair. 
When her package is up for wrapping, her name and 
the number on her check are called and then, if she 
chooses, she may step up to the booth and watch, or give 
special instructions about card enclosures, etc. 

In many cases, however, the customer goes on about 
her shopping and, when she is finished, calls for her 
‘‘ready-to-present’’ package which has been left for her 
in alphabetically arranged bins. Or she may, if she 
chooses, leave word for a uniformed messenger to bring 
it to her at an appointed time in the department to which 
she intends going. The sight of these alert messengers 
darting about the store serves to advertise the gift wrap- 
ping service to other customers. The customer, too, 
freed from the task of superintending her gift wraps, fre- 
quently sees additional items she wishes to purchase 
while proceeding on her way through the store. 

While manufacturers pre-packaging their products in 
gift boxes or other gift containers cannot use the same 
abandon in planning their packages, there is much for 
them to learn in the Neiman-Marcus experience, particu- 
larly in so far as this experience demonstrates the con- 
sumer appeal of packaging designed primarily for its 
attractive and novel appearance. The tendency to over- 
lay gift boxes with too great an amount of cross advertis- 
ing, brand advertising and company publicity all too 
often destroys whatever gift atmosphere has been ex- 
pensively built into what would otherwise be a satis- 
factory gift container. 

The Neiman-Marcus containers carry the company 
name only on little seals of embossed metal foil, used 
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either as tags or to effect closures on wrappings. While 
of course, the national manufacturer is confronted with 
different problems, many might well follow this plan, 


at least to a degree. 





FILLING CONSUMER DEMANDS 


(Continued from page 54) 





its nutritional and ingredient analysis on one side panel 
(much in favor among vitamin-conscious consumers), 
was adopted this year. 

It is interesting to note the difference between these 
two All-Bran cartons, the result of eight years of change. 
We find improved layout—no unnecessary borders and 
printing on every available bit of white space. Though 
the color scheme of red and green on the white carton- 
board has been retained, the improved printing achieves 
greater legibility and readability. The end tabs, instead 
of being utilized for additional messages, are plainly and 
simply printed with the product name. This enables the 
dealer to stock the packages on their front or back faces 


without loss of identity. 





“FOLKS EVERYWHERE LIKE IT’ 


(Continued from page 52) 





worth of one region over another. Thus indiscriminate 
marketing is avoided. R. F. Dance, whose job it is to 
survey the country by means of these maps, was one day 
struck with the thought that the map itself would serve 
as an admirable basic design pattern for the new and less 
expensive tobacco blend. 

The idea was put into work and a standard Rand Mc- 
Nally map in three colors was adopted as a wrap for the 
tobacco package. The full size map was divided into 
four sections, one quarter of these United States becoming 
the wrapper for each package. The use of such a map 
achieved several desired purposes. It provided novelty, 
color and, more important, comparative low cost of pro- 
duction for an inexpensive product. The names of the 
States were tooled out in some cases to provide space for 
the bull’s eye spot in a wine tone on which appears the 
product name in reverse lettering. The packages are 
cellophane wrapped to provide moisture retention and a 
clean, sparkling appearance. 

Further ingenuity was portrayed in the use of rubber 
lined, fabric covered tobacco pouches for the merchandis- 
ing of Wine Shag. Here the smoker is furnished with a 
handy tobacco carrier which is in no way marred by 
company or product name on its colorful silk covered 
surfaces. Identification is, however, preserved by a 
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HAVE YOU CONSIDERED 


Peters Machines 
TO SET UP AND CLOSE 


Your Cartons... 
INEXPENSIVELY? 








IT WILL PAY YOU TO DO SO if you are now setting 


up and closing your cartons by hand. 


Our Adjustable JUNIOR Carton Packaging Machines handle 
30-40 Cartons per minute, requiring only one operator for 
the two machines. 


Fully automatic SENIOR Carton Packaging Machines handle 


50-60 cartons per minute, requiring no operator for the two 
machines. 





Appearance of cartons after being set up on either JUNIOR or 





SENIOR CARTON FORMING AND LINING MACHINE. 





j 
Appearance of cartons after being closed on either JUNIOR or 
SENIOR CARTON FOLDING AND CLOSING MACHINE. 


Send us samples of your cartons or advise their 
sizes. We will be pleased to recommend equipment 
to meet your requirements. 


PETERS MACHINERY COMPANY 


GENERAL OFFICE AND FACTORY 
4700 RAVENSWOOD AVENUE, CHICAGO, ILL. 
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Miller Model MPUS Wrapping Machine 


at Conrad's Bakery, Momence, Illinois 





Not long ago bakers had a difficult wrapping 
problem. It seemed impossible to wrap soft, 
delicate cakes by machine. 


Then along came the Miller Model MPS 
Heavy Duty Wrapping Machine. Instantly ad- 
justable without tools, the Model MPS neatly 
wraps round layer cakes, half-round cakes, cake 
slices, and other difficult pieces. 


ye FOR PACKAGES TOO! 
The Model MPS is perfect for packages, too. 
Wraps fifty sizes a day, or changes your packages 


at will . . . this machine was built for versatility. 





One operator runs the Model MPS. Heat or 
glue sealed wrappers can be used, from the roll. 
The MPS can be furnished with a compensator 
for printed wrappers, or to automatically attach 
printed bands. 


Profit by writing for details! 









| 14 So. Clinton St. 


WRAPPING & SEALING MACHINE CO. 


CHICAGO 
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small fabric tab on the inside of the pouch which bears 
the product name. In the store, recognition for the prod- 
uct is achieved by a paper band, cut from the Rand Mc- 
Nally map, with the product name on the wine colored 
spet and the slogan “‘Folks Everywhere Like It.”’ 

The tobacco packages, both regular sales package and 
pouch, are factory packed in folding cartons. Upon 
receipt by the dealer, scored lines are cut and the shipping 
carton becomes a display. A display card bearing price 
is erected and the dealer has a compact unit from which 
to merchandise Wine Shag. Another type of presenta- 
tion unit is an easel-back card upon which a package of 
Wine Shag is hung by means of aclip. This card may be 
used for counter presentation or hung on the wall as the 
dealer desires. 

Credit: Wraps lithographed by the Stecher-Traung 
Lithograph Corp. Shipping-display carton by the Mott 


Carton & Paper Co. 





ENGINEERED DISPENSER 


Continued from page 64) 





the consumer to see, at all times, the quantity of blades 
remaining in the dispenser and thus to plan re-purchase 
before the last blade was consumed. A number of me- 
chanical improvements which simplify assembly of the 
product were likewise incorporated and though these 
are not readily visible to, nor appreciated by the con- 
sumer, they make for lowered manufacturing costs. 

For the J. B. Williams Co., the same basic principle 
was adopted, but this time folding cartonboard was sub- 
stituted for molded plastics and a rubber band spring re- 
placed the wire spring which was utilized in the molded 
type of dispenser. 

Here the package designer was called upon to adopt 
and modify the inventor's original construction so as to 
permit a very simple boxboard assembly utilizing a single 
piece of folded and die-cut board and a single rubber band 
to form the entire interior structure. This interior plat- 
form, as now designed, can be made by machine in one 
piece and serves the double purpose of holding the rubber 
band spring against the blades and of allowing a space 
for used blades at the bottom of the container. The 
outer part was so constructed that the blades could be 
positioned on the platform and both blades and platform 
slipped into the carton as a unit. 

Both types of package are reported to have received a 
very favorable consumer acceptance on test orders and 
continued use of such dispensers is anticipated by the 
blade suppliers. 

Credit: Design of Tenite dispenser by Ben Lewis for 
Pal Blade Co. and molded by the Watertown Manufac- 
turing Co. Inventor of J. B. Williams dispenser, Z. 
Auerbach. Redesigned by Ben Lewis for the Pal Blade 
Co. and manufactured by American Coating Mills, Inc. 
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PACKAGE LEGISLATION 


(Continued from page 6 0) 





‘The essential feature of the three arrangements is the 
panel, occupying 20 per cent of the label, on which is to 
be given the information required by the law and regula- 
tions. This will include not only the statement of the 
contents, the packer or distributor name and place of 
business, the common or usual name and, where required, 
the ingredients, but also any other required information 
such as optional ingredients, artificial color, artificial 
flavor, etc. This panel is in all cases to be at the imme- 
diate right of the main panel, and along with the main 
panel occupies 60 per cent of the label space. The ex- 
amples given are for labels on No. 2 cans. On labels of 
considerably smaller cans, the space for the required in- 
formation panel may have to be more than 20 per cent. 

‘The law requires that the information be placed on 
the label with such conspicuousness as to render it likely 
to be read. This conspicuousness can be achieved by 
position of the statement, by the size of the lettering and 
also by the contrast in color of lettering and color of 
background. However, the contrast in color must be 
such as to contribute to the legibility of the statement. 
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‘The foregoing comments relate to labels for standard 
products, since the Act provides that for sub-standard 
food the regulation shall specify the manner and form of 
statement to show that the article is sub-standard.” 





All 
toda 


DE’ 


with TRIANGLE FILLERS 


at CANDY 
PACKING PLANT* 








BEFORE 


Left—Six operators hand packaging 30 
cases per day—cost per case: $.18. 






$3 per day savings—over 
300% production in- 


crease—better looking pack- 





ages—cleaner products! That’s the record oe 
AFTER 
Right—Two Tri- 
, nan Lee P ! wenere =a a angle machines 
candy packer’s plant! Savings alone paid coda a 
< ? ~ 08 , ’ cases per day— 
for the machines in two months! rh ge es 
$.06. 


made by Triangle Fillers at a progressive 





In the complete Triangle line of Fillers, 


Weighers and Carton Sealers there is a Py 
ae 4 Name on request. 
machine to fit your packaging needs—a 


a 
sturdy, flexible, simply constructed unit TRIANGLE PACKAGE MACHINERY CO. 
2 ° ; ae” 
that will save you money in lowered pack- {907 NO. SPAULDING AVENUE, CHICAGO 


aging costs and increased production. 
Branches in Principal Centers 








YOUR IMMEDIATE ATTENTION IS CALLED TO THISFNEW 
No. 17 IMPROVED AUTOMATIC TUBE FILLING, CLOSING 
AND CRIMPING MACHINE for SEALING COLLAPSIBLE TUBES. 
TYPE “A” for PASTE. “B” for POWDERS. “C” for LIQUIDS. 

The famous COLTON CLOSURE machine has been greatly improved and simplified. 

It now offers you these new advantages: 

Motor is underneath, out of the way. 

Equipped with REEVES drive for speed control. 

New design filling head gives a positive free smooth action of nozzle. 

Start and stop push button switch. 


Two hand levers. One for starting the machine proper. One for stopping and 
starting filling mechanism. 













No. 17-A. Improved 

Automatic Tube Fill- 

ing, Closing and 
Crimping Machine 


All of these improvements—yet no increase in price. Write 
today for a sample tube and full information on this machine. 


. ARTHUR COLTON CO. 


ird 


of 2602 JEFFERSONTAVE., EAST Electric Drive Stirring Device as shown is 
: recommended for materials that do not flow 
DETROIT MICHIGAN ia readily peat ae hopper. 
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State Legislation 

Legislatures of approximately half of the Union's 48 
states continued in session during April, grinding out 
legislation touching upon a wide variety of subjects in 
the packaging and other fields. 

While a number of sessions were nearing adjournment, 
others had hardly more than started serious study of the 
hundreds of bills introduced in the past three months. 
The Florida legislature convened in biennial session 
April 4th, bringing to 44 the number of states where legis- 
latures met this year, but no measures of specific interest 
to package makers or users had been introduced in the 
southeastern states up to the time this issue went to press. 

The following state-by-state summary brings up to 
date legislative action in the packaging field discussed in 
previous issues of Modern Packaging and treats also of 
proposals advanced during the past month: 

Arizona—A bill intended to amend the law relating to 
production and sale of dairy products to conform to 
Federal regulations, including a clause providing that 
‘the container of any frozen dairy product shall be 
plainly and legibly labeled, stating the true name of the 
contents and the name and address of the manufacturer, 
wholesale distributor or retailer, as the case may be,” 
failed of passage in the closing days of the session. 

Also failing of final passage, after receiving Senate ap- 
proval, was a bill to make unlawful sale at retail of any 
mayonnaise, salad dressing, vinegar, horseradish, peanut 
butter, jam, jelly or marmalade other than in a closed 
container approved by the State Board of Health and to 
provide for adequate labeling of all such packaged items. 

Arkansas—Not one of approximately half a dozen 
measures concerning packaging reached the statute 
books. Among proposals considered, some of which 
were given approval by one house of the legislature, were 
bills to establish a Uniform Food, Drug and Cosmetic 
Act; to regulate the peach packing industry; to place 
comprehensive regulations on the dairy industry; to re- 
quire wrapping of Arkansas-grown farm products in 
cotton instead of jute or burlap, and to transfer adminis- 
tration of the present Pure Food and Drug Act from the 
Revenue Department to the State Board of Health. 

California—An assembly bill, designed to create a 
State Consumers’ Protective Commission to operate under 
the State Food and Drug Law, was tabled by the lower 
house’s committee on Public Health and Quarantine, 
after listening to lengthy arguments by proponents and 
opponents of the measure. While prohibiting adultera- 
tion of goods and false advertising, the bill would have 
empowered the Commission to test and conduct hearings 
on products offered on the market and advise the public 
on its findings. 

The Assembly Agricultural Committee favorably re- 
ported a bill to require adoption of United States potato 
standards for packing the California product, while the 
Senate Agricultural Committee favorably reported a mea- 
sure to permit the State Department of Agriculture to ex- 
ercise strict regulatory power over processors of agricul- 
tural products, including canners, vintners and dried 
fruit packers. The latter measure would allow the de- 
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partment to audit and investigate the books and records 
of processing concerns without the filing of complaints. 

Delaware—The House approved and sent to the Senate 
a bill governing the grading, marketing and selling of 
dropped apples packed in closed packages. 

Pending, without decisive action, were bills to estab- 
lish a State Food, Drug and Cosmetic Act, a Fair Trade 
Bill to permit manufacturers of trade marked products to 
set minimum retail prices; to regulate the weight, mea- 
sure, testing, buying and selling of milk and cream, and 
to provide for the use of a state label on farm. 

Idaho—The Governor signed into law, a bill to prac- 
tically repeal the 1937 egg grading law, eliminating all 
provisions relating to grading, candling and packaging 
in cartons. Still retained, is a provision intended to 
block importation of foreign eggs by requiring merchants 
handling them to specify, in their advertising, that they 
are foreign eggs. 

Illinois—Additional bills thrown into the legislative 
hopper would require the State Foods Standards Com- 
mission to establish grades and standards of quality for 
canned and preserved foods; would prohibit use of coined 
or distinctive names for selling articles to escape mini- 
mum requirements provided by the Dairy Products and 
Food Act; would provide that no beer be sold within 
the state unless the barrel, bottle or other container in 
which it is sold bears a clear and legible label containing 
the data when the contents were brewed and the in- 
gredients. All measures were in committee. 

Indiana—Outstanding enactment of the recent legisla- 
tive session affecting packaging is codification of the 
Food, Drug and Cosmetic Law to make it conform with 
the new Federal Act. In line with provisions of the new 
law, Dr. Verne K. Harvey, secretary of the State Board 
of Health, announced in April that the Board was ready 
to receive applications for registration of food, drug and 
cosmetic manufacturers, processors, repackage or whole- 
sale distributors. In addition to registration, the law 
requires that no new place of business for manufacture, 
processing, repacking or wholesale distribution of these 
articles may be established in the state until it is regis- 
tered. The law became eective in April. 

‘Registration of dealers in foods, drugs and cosmetics 
will be of great assistance to our Bureau of Dairy Prod- 
ucts and Bureau of Food aad Drugs in arranging for 
periodical inspections of such establishments,’’ Dr. 
Harvey said. ‘“‘Requiring the registration of new places 
of business will alsc enable the Bureau to conduct 
prompt sanitary inspections before the establishments 
open for business. The registration plan has met with 
widespread approval of the industries involved.”’ 

Massachusetts—A House bill before the Committee on 
Public Health would give local health officers supervision 
of the licensing of persons or firms engaged in the manu- 
facture or sale of foods and drinks. Several other bills 
proposing changes in the laws regulating the manufacture 
and sale of foods and drugs were before the same Com- 
mittee, but none had received decisive action. 

Michigan—Five Senate bills affecting package users 
were before that body’s Committee on Agriculture for 
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DEPENDABLE ACCURACIES IN “SPOT SHEET- 
ING” ARE NOW ASSURED THROUGH THE 
NEW BECK 


DIFFERENTIAL CUT-REGISTER CONTROL UNIT 
For cutting to register, printed wraps, labels, etc. This unit is to 
be had on Beck Sheeters controlled either by hand or ELECTRIC 
EYE. 
CHARLES BECK MACHINE COMPANY 


13th & Callowhill Sts. Philadelphia, Pa. 
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HONORABLE MENTION 


for this 
NEW BLISS BOX! 
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This Special Bliss Box, which may be sealed, 
opened for inspection and re-sealed without 
damage to the Box, rated Honorable Men- 
tion at the 1938 All-America Packaging 
Competition. 

Strong wire Stitches with arched crown, 
attached to flap of top panel and the body 
of the box, provide the means for locking the 
cover with wire or strips of metal which may 
be sealed with lead seals. Such seals are 
readily broken without damage to the box, 
and after inspection or repacking new seals 
may be applied. 

This box, now manufactured by leading 
container companies, is available to the 
Packaging In- 
dustry and 
others. 
Delivered in three 
pieces and as- 
sembled on the 
BLISS BOX 
STITCHER. 
Arched _ stitches 
for locking are 
formed and at- 
tached in one op- 
eration with Bliss 
Box Sticher 
equipped with 
special driver. 
Used for shipping 
meat products, 
such as pork 
loins, butts and 
shoulders, beef 
trimmings, poul- 
try, and other 
bulk products. 
Ask for further 


information. 


DEXTER FOLDER COMPANY 


330 West 42nd Street, New York, N. Y. 





Bliss Heavy Duty Box Stitcher 


CHICAGO PHILADELPHIA 
117 W. Harrison St. 5th and Chestnut Sts. 
BOSTON 
185 Summer St. SAN FRANCISCO—LOS ANGELES 
CINCINNATI —SEATTLE 


Roy C. Kern—3441 St. Johns Place Harry W. Brintnall Co. 
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study, while two other measures were in the Senate 
Committee on State Affairs. 

Bills in the agricultural committee seek to establish 
a State Pure Food Law administered by the Commissioner 
of Agriculture; to provide for registration of names and 
varieties, at $25 each annually, of soda water, flavor, 
non-alcoholic cordials or other soft drinks; to regulate 
the standardization packages and containers of com- 
modities commonly and usually sold by avoirdupois 
weight with enforcement under the Commissioner of 
Agriculture; to regulate and license the manufacture, 
advertising, sale and labeling of butter substitutes, and 
to regulate the marketing, sale and distribution of milk 
and milk products within the state. 

Measures that were being studied by the Committee 
on State Affairs would establish a State Drug and Cos- 
metic Act and would establish a State Board of Pharmacy 
with power to make rules and regulations concerning 
manufacture and sale of drugs, cosmetics and medical 
supplies within the state. 

Minnesota—-A House bill to create a flour labeling 
act was in the Agricultural Committee, with farmer mem- 
bers of the Committee reported in favor of the measure. 
The bill would require a label on each package, container 
or barrel of flour which is manufactured ‘‘in whole or 
in part from wheat"’ carrying a statement giving the 
trade or brand name; name, address and location of 
manufacturer, ‘the percentage of each kind of wheat used 
in the manufacture thereof, stating in each case whether 
such wheat is Minnesota hard spring wheat, soft spring 
wheat, Durum wheat or any other variety and the state 
or states in which such wheat was produced.”’ 

Another provision of the bill would require that the 
label also ‘‘state the percentage of protein of the said 
wheat or mixture of wheat when manufactured into 
flour; also the net weight in pounds of flour in such 
container, package or barrel.’’ Enforcement would be 
delegated to the Commissioner of Agriculture, Dairy 
and Food. 

While some state millers are reported in favor of the 
measure, a number of millers in the Twin Cities object to 
certain provisions. Passage was considered in doubt. 

Missouri—In an effort to clear committee calendars of 
bills that would have little likelihood of passage, the 
legislature's Revision Committee has recommended 
striking of many proposals, among them several in the 
packaging field. While the Revision Committee's rec- 
ommendations will stand in most instances, a majority 
vote of either house of the legislature would bring from 
committee any bill authored by a member of that house 
despite the verdict of the committee. 

One measure in the packaging field, seeking regulation 
and labeling of serums for animals, will receive further 
consideration at the request of the Governor after the 
Revision Committee recommended its death. The bill 
provides that all drugs, vaccines and serums of any nature 
intended for internal or external animal medication, 
except when prescribed by a licensed and practicing 
veterinarian, shall be plainly labeled with a statement 
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as to its dangerous effects; would prohibit their sale at 
retail except by a registered pharmacist and would give 
the owner of any animal which dies from the effects of 
any serums or medicine a cause for action against the 
manufacturer or seller. Death of any animal within 21 
days after injection of any serum would be prima facie 
evidence that the animal died from effects of serum. 

Bills still pending, having escaped the ‘‘ax’’ of the 
Revision Committee, would repeal all present laws re- 
lating to inspection of foods and drugs and adulterated 
and misbranded food and drugs and would enact a new 
statute to be known as the Missouri Food, Drug and 
Cosmetic Act and would re-write the law relating to 
druggists and pharmacists to create a Board of Pharmacy. 
The latter measure would give the board broad powers to 
license and make rules and regulations governing the 
manufacturing, wholesaling and retailing of drugs, me- 
dicinal supplies and poisons. 

The Revision Committee recommend striking bills to 
establish a State Milk Control Law administered by a 
five-member board with the power to ‘“‘supervise and 
regulate the entire fluid milk industry;’’ to require label- 
ing of all apples sold or offered for sale and to require 
canned goods to carry the date they were packed. 

Nevada—The Senate, by a vote of 10 to 7, defeated a 
bill calling for compulsory registration of trade marks 
at an annual fee of $10. Senator George Parker, who 
introduced the bill, said it was a revenue measure. At 
committee hearings, it was brought out that passage of 
the measure would cost manufacturers of trade marked 
articles $10,000,000 or more annually. 

After once suffering defeat at the hands of the Senate, 
a House bill calling for a new food and drug act along the 
lines of recently enacted Federal regulations was revived, 
given legislative approval and signed by the Governor. 

The Assembly killed a bill, previously approved by the 
Senate, prohibiting sale of canned or bottled beer not 
canned or bottled at the brewery. 

New Jersey—Only four of the eleven packaging mea- 
sures introduced in both branches of the legislature had 
proceeded to second reading stage in their respective 
houses. The other seven were still in committee. 

Taken from committee and given second reading were 
bills to prohibit distribution and sale of milk except in 
containers of such a character as to keep such milk be- 
yond the reach of prowling domestic animals; to require 
the destruction of all glass original containers for alco- 
holic beverages; to provide for the establishment of 
brands to identify state-grown farm products and to 
provide that the capacity of glasses or containers con- 
taining alcoholic beverages shall be inscribed upon such 
glass or container. 

Still in committee were bills to continue the Milk 
Control Board for a period of five years; to provide for 
the labeling of milk and cream to show the state in which 
it was produced; to provide that cordials and liquors 
shall not be sold in original containers of less than one- 
fifth gallon; to bring state food, drug and cosmetic laws 
more in conformity with Federal regulations; to pro- 
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ANILINE PRINTING PRESSES 


A specially designed unit for each and 
every purpose to which this new and 
popular process has been applied. 
One to four colors. Any widths. Units 
may be used with aniline inks, water 
soluble inks or soft oilinks. Specially 
designed sheeter for use with our 
presses with speed up to 300 lineal 
feet of sheeted stock per minute. 








Hudson Sharp Machine Company, 


Green Bay, Wisconsin 














KLINGROSE MACHINE CORP. 


Plant: 461 Hamilton Avenue, Brooklyn, N. Y. 
New York Office: 111 Fifth Avenue 














| For Packaging and Sampling 
~ DRUGS * COSMETICS * SMALL OBJECTS 


LUSTEROID rigid cellulose tubes and 
vials are unbreakable and 75% (ap- 
proximately) lighter than glass (saving 
on wadding, packing, shipping). 


LUSTEROID’S labels are multi-color 
and applied as an integral part of the 
manufacture. 


LUSTEROID packages are custom- 
made to particular needs. Easy to 
fill—and most closures can be used. 


LUSTEROID maintains a creative 


service for manufacturers. 





A note or phone call will bring 
an answer to your packaging 
problem without obligation 


LUSTEROID CONTAINER CO., INC. 


Formerly Lusteroid Div. of Silleocks-Miller Company 


SOUTH ORANGE NEW JERSEY 
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vide a filing fee of $5 instead of $1 for registration of 
labels, trade marks, designs, etc.; to permit commonly 
used household and domestic remedies in original un- 
opened packages to be sold by general merchants as well 
as druggists and to provide that it shall be prima facie 
evidence of the illegality of the contents of any barrel, 
can or bottle containing alcoholic beverages where the 
same does not bear a label or such indicia required by the 
Federal or state government. 

New York—Final legislative approval was given and 
the Governor's signature affixed to a bill providing that 
where farm products are packed in used containers by 
other than original packers and sold or transported for 
sale, markings of original contents must be erased and 
words ‘Not Original Contents’’ conspicuously marked. 

The Assembly passed and sent to the Senate, a bill to 
make it a misdemeanor to sell any article of merchandise 
with knowledge that it does not contain a mark of origin 
conspicuously displayed thereon, except food stuff con- 
sisting wholly of vegetables manufactured or processed 
within the United States. 

Three Assembly bills that would establish a State Con- 
sumers’ Bureau financed by license fees on trade marked 
products were still in Assembly committees. The mea- 
sures would provide for ‘‘research in toxicology, physio- 
logical chemistry and related sciences in so far as they 
relate to the health of the ultimate consumers as afiected 
by foods, drugs, cosmetics or devices.’’ Two Senate bills 
on the same subject had been referred to the attorney 
general for opinions as to their constitutionality. 

Other packaging bills, all of which were in committee, 
would provide a uniform food, drug and cosmetic act; 
would enact new provisions for prohibiting adulteration 
and misbranding of food products and include a seizure 
and quarantine clause; would define adulteration of 
food products to include the mixing of any substance 
therewith to conceal age, quality, color or purity and re- 
quire that container shall have label with name and ad- 
dress of manufacturer, producer or distributor; would 
provide that where seller labels canned, packaged or 
bottled food products for human consumption there is 
an implied warranty to ultimate consumer as to its fit- 
ness; would include in definition of *‘frozen desserts’’ ice 
cream, frozen custard, milk sherbet, ice and ice sherbet 
and fix minimum size of containers, require net weight to 
be marked thereon and fix minimum weight of ice cream 
per gallon at four and five-tenths pounds; would create 
a temporary commission to recommend to legislature, on 
or before February 15, 1940, a comprehensive program for 
preventing manufacture and sale of adulterated or misrep- 
resented foods, drugs and cosmetics and appropriate 
$5000 for the study; would provide for bailee’s lien to 
persons engaged in storing, sorting, handling, exchang- 
ing or redistributing bottles, crates, boxes or containers, 
for material and labor furnished and permit sale of prop- 
erty for sums unpaid for 30 days after demand upon 
written notice to owner; would authorize cities to pur- 
chase, transport, store, handle, process, manufacture, 
dispose of, distribute or sell milk and milk products for 
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its own use and for the use of consumers or others; would 
prohibit distribution of beer in containers of less than 12 
ounces and require contents to be marked on label; 
would make unlawful sale of beer or other maltous bever- 
ages by other than liquid measure; would authorize 
liquor authority to issue a bottling permit to persons li- 
censed to sell wine at wholesale or retail and to permit 
licensee to bottle, re-cast, filter or clarify wine on prem- 
ises for which warehouse permit has been issued; 
would provide for licensing for sale of agricultural poi- 
sons used as insecticides and fungicides to prevent adul- 
teration and misbranding; would provide that containers 
of seeds of trees and shrubs offered or exposed for sale for 
seeding purposes shall be labeled to show kind of seed 
and variety, percentage of weight of pure seed, percent- 
age of germination, vear of collection and locality where 
collected with name and address of vendor; would ap- 
propriate $125,000 to the Agricultural Department for 
financing activities relating to grading of farm products 
and provide for repayment from moneys derived from sale 
or rental of state trade mark or label. 

Oklahoma—Before re-enacting the state 2 per cent 
sales tax, the legislature wrote in an amendment exempt- 
ing manufacturers and wholesalers from the levy on 
containers which become a part of the finished product. 
The exemption does not apply to containers or wrappers 
used merely for packing, in retail stores, articles sold at 
retail. 

Three bills were pending, two in the House and one in 
the Senate, relating to standards of purity, labeling, 
packaging and advertising of foods, drugs and cosmetics. 
Only a House measure had advanced to the calendar. 

Pennsylvania—Three House bills would license persons 
and firms engaged in the manufacture, production and 
dealing in drugs, cosmetics and medical supplies. One 
was referred to the Committee on Public Health and 
Sanitation and the remaining two to the Committee on 
Professional Licensure. 

Other bills, also in committee, would prohibit sale 
of ice cream and other frozen products except by weight 
and require each container to be accurately labeled as to 
the weight of the contents and would prohibit place- 
ment of any token, coupon, prize or gift in a package in 
contact with any article of food. 

Texas—Committee approval was given a bill to in- 
crease the penalty for false weights and measures by 
making conviction a felony. 

Utah—Final legislative approval was given a bill 
strengthening the law against use of containers by other 
than the owner. 

Among measures that failed to pass in closing days of 
the session were bills to create a first lien in favor of 
procedure upon farm products delivered to processors aid 
to bring the State Food and Drug Act more nearly into 
conformity with the national regulations. 

Vermont—The House passed and sent to the Senate a 
bill repealing a section of the present state law that a 
dealer in food products shall not be prosecuted if he 
shows a guarantee, signed by the wholesaler, jobber, 
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manufacturer, dealer or other person from whom he 
purchased the articles, to the effect that they are correctly 
labeled and marked. The bill would also require mark- 
ing of the correct net quantity on the top or side of con- 
tainers instead of on the outside, as at present. 

Washington—Final legislative approval was given a 
bill directing the Department of Finance, Budget and 
Business to establish from two to four food processing 
plants for needy persons. As signed by the Governor, 
the law appropriates $60,000 for the purpose, and the 
expenditure for any single plant is limited to $25,000. 
Additional funds may be accepted from the Federal 
Government, counties or cities who may wish to co- 
operate in the project. 

Other measures enacted into law were bills to regulate 
the packing and marketing of honey under a state honey 
seal; to provide for the grading and labeling of apples; 
to license manufacturers of macaroni and establish 
standards of cleanliness and purity; to regulate manu- 
facture and sale and provide for labeling of commercial 
feeding stuffs, fertilizers and livestock remedies, and to 
prohibit sale of amytal, luminal, veronal, barbital, acid 
diethyl-barbituric and para-amino-benzene sulfonamide 
and their derivatives. An effort to repeal the 1937 egg 
law, which provides for grading of eggs and branding of 
egg containers with use of a state egg seal, failed. 

Other bills killed included two seeking to provide a 
new food, drug and cosmetic act; to further regulate 
sale of milk and dairy products; to require that beer 
sold within the state be bottled or canned at place of 
manufacture, and to prohibit destruction of foodstuffs. 

West Virginia—A bill to prohibit manufacture, ad- 
vertising and sale of adulterated and misbranded drugs 
was passed by the Senate, but failed to receive House 
approval at the close of the session. Passed by both 
houses and made law without the Governor's signature, 
was a bill prohibiting use of any trade mark on silver- 
ware, chinaware and glassware other than that put on 
by the manufacturer. 

Wisconsin—The Assembly Agricultural Committee 
introduced a bill authorizing the Department of Agricul- 
ture and Markets to grade all Swiss cheese produced in 
the state and to assess fees against manufacturers to pay 
the cost. 

Packaging was held out as the hope of Wisconsin 
cheesemakers to end the domination of process cheese 
manufacturers and to rebuild their industry last month 
by Ralph Ammon, director of the State Department of 
Agriculture and Markets. 

In a report prepared for the legislature's Assembly 
Agricultural Committee, the director decried the fact 
that the major part of the state’s cheese production is 
purchased by large and dominant dealers and process 
manufacturers more interested in the sale of processed 
cheese then natural cheese. Packaged in small con- 
tainers, the process cheese enjoys a higher price than 
natural cheese. 

‘Failure to develop a handy and attractive package for 
natural cheese and merchandise the product’’ was cited 
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by Ammon as one of the ‘‘chief difficulties confronting 
the important Wisconsin cheese industry.’’ He pointed 
out that the natural cheese industry has lagged behind 
all other food industries in developing a handy sized 
package to appeal to the housewife-buyer. 

‘‘A recent survey made by the state indicates that it is 
impossible to buy Swiss cheese in 50 per cent of Wis- 
consin’s cities and towns because the grocer will not 
handle the present sizes of Swiss cheese,’’ Ammon de- 
clared. ‘*We know that there are millions of Americans 
outside of Wisconsin who never have seen Swiss cheese.”’ 

Answering the question, “‘What can be done as to the 
difficulties in the cheese industry?” Ammon added: 
“Since it is obvious that neither the farmer nor the small 
cheese factory can financially afford to experiment with 
the problem and since it is not to the economic interest 
of the big processor, there is only one agency which has 
both the desire and the funds. That is government. 

“In my opinion, the State or Federal Government 
would make a wise investment for agriculture by pro- 
viding funds for research in developing and marketing a 
small and attractive package for natural cheese." 





HUMOR CAN EVEN SELL TOOLS 
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veys actual suggestions for the use of these tools to those 
who view the display. By showing the stools in use, 
rather than lying statically in the window, the display 
takes on an effect of almost violent action without the 
use of any mechanical motion devices. 

The central portion of the display consists of a house 
in the process of erection, with seven cartoon-carpenters 
busily spread all over the building. Four supplementary 
panels bring in another quartet of carpenters, each per- 
forming a single operation on portions of the house. 

All the units are printed on simulated wood grain 
paper mounted to display board. Ten different colors 
have been used on various portions of the display, al- 
though no single unit, of course, incorporates all ten 
shades. The combined effect is, however, extremely 
colorful and provides a unit fully capable of dominating 
even the largest store window, yet flexible enough to 
permit insertion, effectively, into a restricted area. 

The unit, which has been distributed in time to permit 
use for the spring tool buying season, is reported to have 
provoked an extremely favorable dealer reaction, many 
thousands of stores throughout the country having used 
the display during the month of April. Reports indi- 
cate that many dealers contemplate the further use of the 
four smaller sections of the display as counter or back- 
counter units after removing the entire display ensemble 
from their windows. 

Credit: Display units designed and produced by Leo H. 
Fuller, Inc. 
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LABELS—THEIR TRUE FUNCTION 


(Continued from page 58) 





in the way of wording, design or pictorial to be found 
on can or paper label around the can, and also includes 
anything such as an insert or folder which might ac- 
company that can. 

And what is that label supposed to do? What are the 
true functions of the label? The answer depends a little 
on just where you sit, and there are extremists in every 
corner. There are those who loudly proclaim that labels 
are malicious instruments of misrepresentation, full of 
exaggeration and over-colorful appeal. Labels, they 
say, should be reduced to the merest and barest state- 
ments of fact, without color, without display of brand 
name, and without pictorial, so that the consumer can 
select what she wants on the basis of the unadorned in- 
formation. Among those who take this position there 
are doubtless some sincere people, but in this group you 
are quite likely to find the consumer agitator in his most 
rabid form. You can always spot that fellow instantly, 
because he takes the attitude that whatever any business 
It’s a little difficult to cooperate 


man does is wrong. 
They make up their own 


with people as radical as that. 
ideas as to what the consumer ought to want, and state 
those ideas as universal facts—like the editor of a con- 
sumer paper who recently declared at a Chicago conven- 
tion that the fashion element “‘is relatively unimportant 
to women in buying dresses.”’ 

At the other extreme is the packer with a dull con- 
science, who would like to rely on an attractive label to 
make up for the deficiencies of his product. Happily, we 
can rule out both of those extremes, because they repre- 
sent very negligible minorities. And with them, let us 
rule out the notion that there is an “‘irrepressible con- 
flict’’ between producer and consumer, because in reality 
there isn’t any such thing. The truth, of course, is that 
consumer and producer need each other; they are indis- 
pensable to each other; and in the long run their in- 
terests are identical. I can’t believe that the consumer 
wants to be so ‘‘regimented’’ that she has no latitude of 
selection according to her own tastes, forced to buy ac- 
cording to ‘specifications’ from a collection of drab and 
uninteresting merchandise. That would take all the 
‘‘kick’’ out of the shopping which is so dear to every 
woman's heart. 

On the other hand, while in public interest we all want 
the benefits of the competitive system, sad experience has 
taught us that we must have some wise regulation to 
safeguard consumers from those few unscrupulous bus- 
iness men who just can't help exploiting the public, not 
only by means of labels, but by any other means. 

Assuming, then, that we have established a common 
ground and a unity of interest, it seems to me there are 
three things which the label should do: (1) It should 
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identify a product. (2) It should énform the consumer 
about that product. (3) It should énvéte the consumer 
to purchase that product. 


Now, before dissecting those three points, let me clar- 
ify the position of the label manufacturer in this picture. 
He is in business to serve his customers, who are the 
canners and packers and distributors of canned foods. 
Does that blind him to the interests of the consumer, or 
make him a party to evading the requirements of the 
Government? By no means; in fact, the contrary is 
true. The label manufacturer knows that the more a 
canner keeps consumer interest in mind, the better that 
canner’s business will be, and therefore the more labels 
he will require. And if the label manufacturer doesn’t 
help his canner-customers to comply with Government 
regulations, those customers who violate the regulations 
will eventually be closed up, and their label business will 
completely disappear. And as we analyze those three 
points—/dentity, information, and invitation—I think we'll 
come pretty close to answering the questions as to what 
consumer, canner and Government want the label to do. 


The label must ‘dentify the product. As consumers 
you want to know not only what the product is, but you 
want to know whose it is. When you telephone your 
grocer, or when you go to the market, or when you send 
vour maid or your voungster to the store, you specify the 
particular product by various means of identification. 
And you don’t want to be dictated to in matters of taste; 
you don’t want to be restricted to a dead level of medioc- 
rity; you want to be free to choose what you want, for 
the particular purpose you have in mind. 

The product of each packer may have its own person- 
ality or character, due to the locality where it was grown 
or to individual differences in process. Each packer 
tries, too, to impart an individual identity to his package; 
and the distinguishing identity marks are matters of 
color, design, brand name and trade mark, on the label. 
You look for the name ‘‘Libby”’ in script letters, with a 
blue triangle; you look for the Heinz keystone; or the 
pink label with the flower design on Carnation Milk; or 
the characteristic green of the Del Monte label; or the 
cow's head on Pet Milk; or the blue Indian arrow head 
with a white background on Stokely’s label; or the name 
“Country Club” on a black background, or White Villa, 
and soon. You want a definite identity which stands in 
your mind for a certain grade or quality that you like. 


The canners and packers and distributors want the 
same thing. In spite of seasonal crop variations which 
they must contend with, and the frequent necessity for 
buying from different sources, they strive to maintain 
uniform standards of quality for their various products 
which will bring you back for repeated purchases. And 
they want labels of uniform character which identify 
their products for you, for the sake of sales—and that’s a 
pretty powerful urge. 

The Government wants identity, too. The new law 
requires that the label must show “‘the name and place of 
business of the manufacturer, packer, or distributor.”’ 
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The Government point of view is slightly different: 
Their object is to identify the product—not by color or 
brand name or design—but so as to establish the respon- 
sibility of the producer. (I'll come to that again later.) 

The second point: The label must give information 
about the product. Let's consider that from the same 
standpoints—that is, consumer, producer, and Govern- 
ment. First, what information do consumers want on 
canned food labels? Frankly, I don’t believe that con- 
sumers as a whole or in any great numbers have as yet 
given enough thought to the matter to be able to give an 
intelligent answer. I don’t need to tell this group that 
there is a crying need for consumer education along this 
line. You are to be congratulated because of the way 
you are taking hold of the question. The results of your 
study should prove to be a constructive help, not only to 
yourselves individually, but to the canners and distribu- 
tors who are conscientiously trying to help you. 

To illustrate what I had in mind in making the rather 
unkind statement about consumers not knowing just 
what they want on canned food labels, let me tell you 
something about a little study made not long ago. The 
idea originated with Miss Rosamund Cook. The Re- 
search Department of The Kroger Food Foundation, and 
our own company, gladly cooperated, because both of us 
are naturally interested in the subject. 

The questionnaire which we concocted between us was 
a composite of three different points of view. Like all 
such composites, it grew to be a pretty long affair—too 
long, as we all saw afterward; (in the words of one of 
the group, “‘It has everything in it but the kitchen 
stove’); and like most such compromises, it probably 
wasn't 100 per cent satisfactory to any of the three con- 
cocters. I won't bother you with the details, and I 
won't attempt to tell you how differently we'd do it next 
time; but it was applied in three different groups with 
some very interesting results that bear directly on this 
question of what information should be shown on labels. 


The three groups were these: 


(1) Mothers of students in two Home Economics 
classes in the University of Cincinnati. 

(2) Home-makers personally interviewed by investi- 
gators from the Kroger Food Foundation. 

(3) Teachers of Home Economics, in the Summer Ses- 
sion of the University of Tennessee. 


It is the last page of this questionnaire which is es- 
pecially pertinent to the present discussion, because it 
consisted of questions concerning what particular items 
were considered essential on canned foods labels. There 
were twenty of these items, comprising things actually 
found on labels, some required by Federal Law or by the 
laws of various states, and some voluntarily placed on 
labels by canners from the sales point of view—which 
may be regarded as evidence of a desire to appeal to con- 
sumers by giving information which they want. 

These twenty different items were purposely arranged 
in a somewhat scattered and illogical order. Recipients 
of the questionnaire were asked to check which points 
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they considered essential. Now, the number of times any 
item is checked definitely establishes an idea of whether 
it is essential or not; but you must go further: You must 
get a measure of its relative importance. So these women 
were asked to pick out from among the items they had 
checked the five most important ones and rank them in 
1-2-3-4-5 order. The results of this process give a very 
different picture from the mere numerical check-up. 
For instance, in the number of times checked, the com- 
bined totals of the three groups ranked the items as 
follows: ist: Size of can; 2nd: Notice of artificial 
coloring or preservative; 3rd: Net weight in pounds 
and ounces; 4th: Tie: Brand name; Number of pieces 
(as of pears, apricots, etc.); 5th: Variety of product, such 
as ‘‘Early June Peas,’ etc.; 6th: Number of servings; 
7th: Notice of addition of seasoning (when used); 8th: 
Grade or quality of product, expressed in terms like 
“Grade A,’’ “‘Grade B,’’ “‘Grade C,”’ ‘‘Sub-standard’’ 
etc; gth: Weight or consistency of syrup (for fruits); 
roth: Name of actual producer or canner. 

Group I (students’ mothers) and Group II (house- 
wives interviewed by the Kroger research investigators) 
gave first place to brand name; whereas Group III 
‘teachers of Home Economics in the Summer Session at 
the University of Tennessee) unanimously and emphati- 
cally gave first place to grade of product, and brand name 
they put in ninth place. 

Now, these differences of opinion between the various 
groups point very definitely to the need of just such ses- 
sions as you are having here today. 

These tabulations represent the collected opinions of a 
number of people. If you were to examine the individual 
questionnaires that were turned in, the wide variances 
you'd find there would be still more convincing evidence 
bearing out the statement made a few moments ago: 
that consumers don’t know just what information they 
want on labels. 

And what is the attitude of the canner about giving 
information? In my opinion, he would willingly tell 
you anything you want to know. He will even take 
you through his plant if you show that much interest. 
I don’t think he wants to conceal anything from you; 
and it’s rather ridiculous to think that food producers 
are joined in a deep conspiracy to exploit consumers; 
you know better. But they are puzzled, because there 
are so many divergent ideas of what there ought to be on 
labels; and some of those ideas are very impractical, and 
a few of them—so some canners think sincerely—are 
contrary to the real interests of the consumer. 


Right now, the canner is trying to figure out just what 
the new Food and Drug Act means, as it applies to him. 
In his opinion, that law is full of ‘‘Thou shalt nots,”’ 
but he feels that it is indefinite in any positive way. 
That law can be regarded as a guide for what the Govern- 
ment wants on labels, too; but whereas the meat packer 
or the liquor distiller can submit his label to the Govern- 
ment for approval, the canner has no such privilege—he 
must go it blind and do the best he can; and if his label 
is later deemed ‘‘misleading,’’ that’s just too bad. He 
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knows the Government requires him to show his name 
and place of business—which incidentally wasn’t any- 
where near a first choice among the women, if our little 
survey is any guide—but just where shall he put it? And 
how big shall it be? The law only tells him that it 
“must be placed thereon with such conspicuousness 

. as to render it likely to be read and understood by the 
ordinary individual under customary conditions of pur- 
chase and use’’—a clause which applies equally to all the 
other items the Government requires, such as ingre- 
dients, quantity statements, and the like. 

Now, the Government has two objectives in establish- 
ing these requirements: One is to safeguard the consu- 
mer; the other is to safeguard the legitimate business 
man from the evils of unscrupulous competition. Safe- 
guarding the consumer is a comparatively recent concern 
of our lawmakers, although many of the earlier laws pro- 
fessed great regard for consumer interest. The Food and 
Drugs Act of 1906 was a triumph in its day for the idea; 
but only recently has the consumer become sufficiently 
articulate to demand real consideration at the hands of 
the lawmakers. 

After all, in protecting the average legitimate business 
man against the cut-throat competitor, the Government 
is also protecting the consumer. One or two unscrupu- 
lous fellows, operating among hundreds of decent bus- 
iness men, can kick up trouble for them and for the con- 
sumer out of all proportion to their number or size. The 
laws must be framed for these fellows—and all legitimate 
business favors such control; canners, especially the 
legitimate ones, favor the requirement by which the pro- 
ducer or distributor must put his name and place of bus- 
iness in plain sight on his label. That establishes re- 
sponsibility, and is intended to protect you as well as that 
particular producer. 

And the third point was: The label must énvite the 
consumer to purchase the product. In other words, it 
must compete with every other similar product for your 
favor. By the force of competition the canner is obliged 
to court the favor of the consumer by producing what 
the public wants and by constantly trying to improve 
his product. The producer who doesn’t respond to that 
urge falls by the wayside, because he can’t live without 
consumer favor. As he grows in public esteem he is 
able to afford employment to greater numbers of workers. 
The competitive system is responsible, therefore, for 
several important things: business prosperity, employ- 
ment and consumer service. We need those things. 

So the canner invites you to purchase his product. 
His label is a message direct to his consumers about his 
product. He makes that message as attractive as he can. 
On it he puts his brand name, and you can regard that as 
evidence of his pride in his product. He pictures the 
contents of the can as interestingly as possible, and some- 
times he gives you recipes or even uses pictorials to show 
ways of serving the product. Recently, many label 
manufacturers have produced food pictorials by means 
of direct-color photography, thereby enabling packers to 
represent their products more realistically and naturally, 
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in matters of color, size, shape and variety. Such pic- 
torials are genuinely informative. 

Apparently, consumers like labels that are inviting, 
because there are plenty of instances in which women’s 
purchases of a product have increased after a label has 
been redesigned to make it more interesting. On our 
questionnaire, incidentally, nearly 50 per cent of the 
women checked the item ‘‘Accurate colored picture of 
the product’’ as something they wanted on labels. At 
the very least, it can be said that an inviting label is 
evidence of the packer’s pride of product and a desire 
for your favor. If he is particular about a matter like 
that, so the consumer might reason, he will be equally 
careful about the contents of the can. 

But labels can lie; they can be instruments of misrep- 
resentation. The packer can order the label maker to 
produce a beautiful colored picture, and then he can put 
into the can something entirely different—and undoubt- 
edly that has happened. That is where the Govern- 
ment comes in. I read you a portion of the new law 
which clearly indicates that any graphic matter is a part 
of the labeling, and that includes the pictorials. These 
pictorials, Uncle Sam clearly states, being a part of the 
labeling, must not be misleading, and must be readily 
understood by the average person ‘‘under customary 
conditions of purchase and use.’’ Your legitimate pro- 
ducers, who are in the majority, we believe, are entirely 
in sympathy with that provision of the law and favor 
its strict enforcement. 

That law provides for the promulgation by the Secre- 
tary of Agriculture of ‘“‘standards of identity’’ and 
“standards of quality’’ for various canned foods. Set- 
ting up those standards, even though some of those 
which are already in existence are retained, will call for 
an enormous amount of detail work which will extend 
over a considerable period of time. But when that work 
is done, in other words, when the law is fully interpreted 
and applied, I think we shall all discover that after 
several years of argument and discussion our lawmakers 
provided safeguards for the protection of the consumer, 
and safeguards for the interests of the business man. 

Meanwhile, consumer education must go on. The 
work of organizations like yours must continue, and 
must spread more extensively so that it will influence 
every stratum of society. You cannot rely on laws and 
Government to do everything for you. ‘‘Eternal vigi- 
lance . . . individual vigilance and responsibility . . . is the 
price’’ which you must pay for your rights as consumers. 
But don’t let professional agitators—who have their own 
axes to grind—persuade you that all business men are 
seeking every opportunity to exploit you. You know 
better than that, because most of you have husbands who 
are business men. Under our system of free competition, 
you as consumers have the power to reward the legiti- 
mate producers—who are in the majority—that are 
genuinely trying to serve you; and you have the power 
to damn eternally those few who will exploit you if you 
let them. That power is priceless. Use it wisely, and 
according to your own best judgment. And learn how to 
read labels intelligently. 
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STOP... LOOK 


How to make 


and LOOSEN! 


Start your Christmas Package Design right here! 





GIVING THEM THE “BUY” SIGN—This year’s Christmas packages 
are going to need more “buy” appeal than ever. With narrower 
margins of quality and value between competing products, the 
package is likely to be one of the main factors in closing the sale. 
Moral: use Durez! With their richness of color, cameo-like en- 
graving and “quality” appearance Durez packages practically 
shout “take us!” 





SNAPPY FAMILY— Another way of making merchandise look like 
a lot more for the money is to group a set of related items in a 
Durez package ...a miniature display case for the products. Each 
item can go into an individual niche, molded to fit it. Such a 
package keeps the set together... makes it handier to use. And 
Durez packages never warp, crack or fray. Their beautiful lustre 
never dulls. The packages always keep their new “showcase” look. 





SALES BOOSTER— During the last year or two, one Durez display 
helped a manufacturer open thousands of new retail outlets. 
Another gave belt sales a big boost. Another did the same for 
fountain pens... while still another sold Christmas cakes so fast, 


dealers had difficulty keeping stocked up. If Durez displays per- 
form like this for others, there’s no reason you can’t get outstand- 
ing results, too. 
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DUREZ 


WHAT'S YOUR PROBLEM? — Such unrelated things as writing 
paper and fishing lines have been moved in volume in Durez con- 
tainers. So no matter what you make, don’t overlook the possi- 
bilities of a new Durez package. We'll be glad to make practical 
suggestions and work with you in developing your new pack- 
age. Write General Plastics, Inc., 105 Walck Road, North Tona- 
wanda, New York. 
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Beetle 


COLORFUL ILLUMINATED DISPLAYS 
SELL KRUEGER BEER 
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Combine light with brilliant color if you want a display that has extra attention value... 





added selling power... that will be prominently displayed at every point-of-sale. In this 
‘smart Krueger display sign, designed by Geo. Rutledge Company, molded Translucent 
_Beetle* does a triple job: it provides direct illumination, adds permanent, all-through 


“color, and serves as the housing for the sign itself. 


Give your product a display that sells! Beetle offers a wealth of possibilities for colorful 


®, 


te 


displays that demand attention. And where you want light weight to reduce handling 


/and shipping costs; durability and shatter-resistance to cut breakage and replacement 
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and in all colors’; 


